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Made easy to Sell by Powerful Radio and Magazine Advertising 


THE MOST POPULAR SIZE HANDSOME FEATURED 

a 62 piece service for 8... the most- DRAWER CHEST (included) jn coast-to-coast broadcasts and in 
wanted pieces ........-. $59.75. Rosewood finish. Exceptional value, _ color magazine pages from Novembet 
A Saving of #14.50 from Open Stock Price. _ with lining of velveteen and satin. _first on as a “Christmas Special”. 


187 ROGERS BROS. Anericas Finest Silverplate 


A PRODUCT OF (1S) INTERNATIONAL SILVER COMPANY, MERIDEN, CONNECTICUT 


NOW READY — A COMPLETE LINE OF 
SPLIT-PROOF WATCH STRAPS 
REGULARLY EQUIPPED 
WITH KON-ITE 
BUCKLES AND 


All SPLIT-PROOF 

watch straps, the 

regular flat type and the 

Stitchless as well as the famous 

Tubular, are now regularly equipped 

with the sensational new non-metallic cor- 
rosion-proof KON-ITE Buckles and Keepers. 
SPLIT-PROOF watch straps are made of the finest 
leathers, in all standard colors and white, 


with KON-ITE Buckles and Keepers to match. 


PATENTED AND MANUFACTURED ONLY BY 


SAUER & CO. 


MAIN OFFICE AND FACTORY: 
439 RACE ST., CINCINNATI, OHIO 


New York Office: 724 FIFTH AVE., N. Y. 
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Pepin the bride’s friends 


select gifts of a pattern that will 
match her flatware is a standard prac- 
tice in the jewelry trade, but Fort & 
Goodwin of New Brunswick, N. J., 
have carried the idea a step further. 

When a set of silver is purchased 
at their store by or for a prospective 
bride, they assemble in one tray all 
of the various pieces of that pattern 
which were not in the original pur- 
chase. Small items of hollowware. 
such as sugar bowl, creamer, salt and 
pepper shakers, when they are avail- 
able in that pattern, as well as the 
odd pieces of flatware are included. 

Then when friends come in to buy 
a piece of silver as a wedding gift, the 
salesman not only is able to tell the 
pattern, but brings out this tray with 
the explanation that here are the 
pieces of that pattern which have not 
yet been purchased for the bride. The 
customer can see and compare all the 
actual pieces that are left, and make 
her selection from them. Whereupon 
that piece is removed from the tray, 
so that it always contains only the un- 
bought pieces. 

In this way, the giver is assured of 
not only the correct pattern, but also 
that her gift will not be a duplicate. 
Moreover, for the store, it simplifies 
waiting on the customer and display- 
ing the pieces and greatly reduces the 
time required to make the sale. Every- 
one benefits. 


Ve We 


A store where watches 
are the only merchandise has been 
opened at 48 South St., Pittsfield, 
Mass., by R. A. Pollard and while 
the proprietor admits it is something 
in the nature of an experiment he re- 
ports that it is attracting widespread 
attention. This is borne out by a 
comment published recently in a book- 
let expounding the scenic beauty and 
other features of Pittsfield and Berk- 
shire County, pointing out the fact 
that this is an unusual store in that it 
has neither showcases, counters nor 
glaring lights “to intrude upon an 
atmosphere of refinement and restful- 
ness that makes one feel more as if he 
were in a friend’s living room, rather 
than a showroom.” The store is fitted 
with easy chairs, occasional tables, and 
floor lamps, giving the place an infor- 
mal, personal touch. The only means 
of display is the front window of the 











From the Bettmann Archive 


The most ingenious early time-telling device was the water clock, called the 
“‘clepsydra,” from the Greek kleptein meaning “to steal’ and hydra meaning 
“water.” This drawing shows how Perrault, an early 17th Century Frenchman, 
conceived water clocks described by the Roman architect Vitruvius. 

Fig. 1 consists of a float with an attached measuring stick, placed in a cone- 
shaped vase filled with water. As the water trickles out the float drops and the 
graduations on the stick mark the passage of time. This timepiece was used in 


court to limit garrulous lawyers. 


The ancient Egyptians, Greeks and Romans divided the day into 12 hours 
and the night into 12 hours, but in the summer the daytime hours were longer 
than those of the night and in the winter the opposite was true. The arrangement 
of circles and ellipses on the dial of Fig. 2 compensated for the “big” and “little” 


hours. 


Fig. 3 illustrates the motive power of a typical water clock. Inflowing water 
raises the floater which is connected by a chain to the hand of the clock. As 
the water rises, the hand ascends toward the top of the dial. At 12 o'clock when 
the water reaches its high point, an outflow tube set in action, lowering the water 
level, depresses the floater, thus moving the hand downward from 12 to 6. 





store facing on Pittsfield’s main thor- 
oughfare. Mr. Pollard, who conducts 
his establishment under the name ot 
the Watch Store, is a graduate of the 
Horological Department, Bradley 
Polytechnic Institute and an active 
member of the Horological Institute 
of America. 


a ¥. 


Want to turn slow-moving 
items into cash? Here’s a plan that 
a jeweler in Trenton, N. J., has found 
very successful. Instead of having a 
“sale” with a lot of merchandise of- 
fered at special prices, he takes one 
item a day and puts it in a front cor- 
ner of his window with a little card 
reading—“Today’s special. Regular 
price $10. For today only, $6” (or 
whatever the prices may be). Only 
one piece of merchandise a day is 
offered—a different one each day— 
and only one a day is sold. 

When a customer buys it, it is taken 
out of the window, and in its place 
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for the rest of the day is put another 
card reading ‘““Today’s special has been 
sold. Watch this space tomorrow.” 
Items displayed range in price from 
two or three dollars up to $100 or 
more, and about two-thirds of all the 
goods thus offered are sold. Not only 
has the plan proved highly effective 
in moving slow stock, but it has also 
created a lot of favorable word-of- 
mouth advertising for the store. 


dd 

The surest way to stamp 
out deceptive practices is to show peo- 
ple how to recognize and avoid them” 
is a fact long known by the National 
Better Business Bureau, E. L. Greene, 
its general manager, told delegates at 
the recent annual national conference 
of these organizations at Mackinac, 
Mich. He maintained that consumer 
education, and promotion of a cooper- 
ative relationship between business 
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and the consumer, are major phases of 
Better Business Bureau work today, 
pointing out that if deceptive practices 
are recognized they are not patron- 
ized and consequently will not be 
profitable. Statistics show, Mr. 
Greene stated, that three out of every 
four individuals contacting Better 
Business Bureaus in the past year 
sought information rather than to 
make complaints. “This clearly indi- 
cates a trend on the part of the con- 
sumer to become informed and learn 
by finding out how to avoid deception 
rather than by being a victim of it,” 
remarked the speaker. Mr. Greene 
pointed out that by means of news- 
papers and other publications, radio 
broadcasts, educational posters and 
the distribution of a booklet prepared 
by the bureaus, this consumer educa- 
tion work is being carried on. 
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F ifty-year anniversaries, 
with their jewelers’ gifts of gold, are 
all too rare. Therefore, we greeted 
this idea with cheers. If universally 
promoted it would mean hundreds of 
thousands of dollars in increased reve- 
nue each year for our industry. 

A few days ago a young friend of 
ours, who is not in the jewelry busi- 
ness, remarked in the course of a con- 
versation, that in a couple of weeks he 
would have been married 50 months 
and that he was going to make it a 
sort of “junior” golden jubilee by 
presenting his wife with a gift of gold 
on that occasion. 

It sounds like one of those thought- 
ful acts that would gladden any wife’s 
heart. And obviously, it’s a fine thing 
for the jewelry business. 
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One of the grand old men 
of the jewelry trade, Gustavus 
Adolphus Schlechter, who, for 73 
years was actively engaged in the 
jewelry and watch repair business and 
retired just recently in his 90th year, 
has composed this summing up in 
verse of his philosophy which he en- 
titles, “The Watchmaker’s Prayer.” 


“Now I lay me down to sleep, 

My temper I will try to keep. 

If I should die before I wake, 

I pray some one a watch will make, 
That I can take apart, and then, 
Repair to run aright again. 

It surely gives me an awful pain, 
Sometimes I think I’ll go insane— 
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The junk that people bring to me, 

It’s very plain and clear to see 

Was only made to sell not run, 

But then the customers don’t know. 
But if they give us half a show, 

We'll sell them watches that will go. 
And if perchance that watch should stop 
Bring it back to dealer’s shop, 

You can depend, on what I say 

I’ll make it good in every way, 

So when I lay me down to rest, 

With conscience that is clear, and blest, 
And thanking God, my kind caretaker, 
That I am a sincere watchmaker.” 


Mr. Schlechter’s advice to young 
watchmakers and jewelers is: “Get 
into business for yourself, paddle your 
own canoe and be your own boss.” 
He is now living at the Masonic 
Home, Elizabethtown, Pa. 


© ein has been the leader 


in the world’s production of platinum 
for more than four years. Russia had 
held first place up to 1934. The 
other leading sources of platinum and 
associated metals are South America 
(Colombia) and South Africa. Can- 
ada is also the world’s leading pro- 
ducer of palladium. The world’s pro- 
duction of platinum and allied metals 
in 1937, according to a bulletin of the 
Dominion Bureau of Mines, approxi- 
mated 470,000 fine ounces. The can- 
adian production of platinum in that 
year was 139,361 ounces valued at 
$6,752,000 as compared with 131,571 
ounces valued at $5,320,700 in 1936. 
The production of palladium and 
other associated metals last year in 
Canada was 119,867 ounces valued 
at $3,181,600 as against 103,671 
ounces valued at $2,483,000 in 1936. 

With the exception of a few ounces 
of platinum obtained from the black 
sands of British Columbia, and a 
small production obtained as an im- 
pure residue in the refining of gold at 
Trail, B. C., all the Canadian plati- 
num and allied metals is derived from 
the treatment of the Sudbury nickel 
copper ores. The International Nickel 
Co., through its subsidiary the Mond 
Nickel Co., owns a refinery at Acton, 
England, which is designed to treat 
precious metal residues. It is at this 
refinery that the company’s platinum 
metals are refined, the refinery having 
a capacity of 300,000 ounces. The 
Falconbridge Nickel Co., which ex- 
ports its nickel copper matte to Nor- 
way for refining, in 1935 added a 
precious metal recovery unit to its cop- 
per nickel refinery at Christiansand, 
and is now producing refined gold, sil- 
ver, platinum and palladium. 
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Wrietecton who use stock 


expressions as, “The mainspring is 
caught in the regulator,” to explain 
the cessation of action in almost every 
watch brought to them for attention, 
would probably evoke a snappy, “O, 
yeah!” retort from the 17-year-old lad 
who wrote to his mother the follow- 
ing highly scientific explanation of a 
mishap to his watch crystal, subse- 
quently replaced at the Jaccard Jew- 
elry Corp., Kansas City: 


“Dear Mom: 


“As I sat reading yesterday afternoon, 
[ heard something pop, and found that 
my watch crystal had broken. It hadn’t 
touched anything. 

“I had noticed on this new watch that 
the center of the crystal, instead of being 
crowned, was slightly depressed, or con- 
cave. The only thing I can figure out 
is that, having the depression in the cen- 
ter, the only way the glass could expand 
when warm was by pressing outward 
and upward toward the edges, instead 
of in the middle, as when properly 
crowned. The nature of the break all 
around the edges bears this out, and 
shows clearly the glass broke from some 
internal pressure. 

“You might explain to Jaccard’s scien- 
tific staff this newly propownded Popham 
theory of the inherent structural weakness 
of depressed crystals, with appropriate 
and illustrative charts and diagrams. If 
their department is sufficiently advanced, 
I’m sure it will concur unanimously in 
endorsing the soundness of this theory, 
and may pass it on to cheer up their de- 
pressed watch crystal makers. 

“I want the watch by Saturday after- 
noon, in K. C.” 


law's an idea that the Marx 
Jewelry Co., Santa Monica, Calif., 
has found pleases the customer when 
they sell a fountain pen. 

“We find out, if possible,” says 
Mr. Marx, “whether the pen is des- 
tined as a gift, and if so, it is never 
filled before leaving the store. Many 
merchants consider it a courtesy to 
conclude the sale with a filled pen, 
but in the case of a gift, we want the 
recipient to feel free to exchange it 
if it is not exactly what he wishes, 
and this could not be done if it were 
ink filled. Exchanges are always made 
with a smile. You can create good or 
ill will by your manner, and we have 
made many friends by our cordial at- 
titude when refitting a pen to the 
customer’s wishes.” 
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New Homes 


Should Have 


ILVER 


Much of the half billion dollars’ worth of 
expected home building will be in well- 
defined architectural types which call for 
harmonizing silverware. Jewelers should 
be able to help select correct patterns. 


I, there a building boom 
in the making, in the near future? And if there is, how 
will it affect the retail jeweler, if at all? 

The answer to the first of these questions appears to 
be “yes” and to the second, ‘“‘very favorably indeed”— 
that is, if the retail jeweler will take advantage of the 
opportunity that government support and increased con- 
sumer interest will provide. 

The government is directly aiding the building busi- 
ness in two fashions. First, by liberalizing the mortgage 
provisions of the Federal Housing Act to provide for 
the insuring of home mortgages, and second, by provid- 
ing for financing low-cost housing under the Wagner- 
Steagall Act. Of the two, the more far-reaching and 
certainly more directly beneficial to the retail jeweler is 
the liberalization of the provisions of the Federal Housing 
Act passed by the last session of the legislature, which 
provides 10 per cent loans at 5 per cent interest. 

This recent enactment extends the advantages of Fed- 
eral home mortgage insurance to builders of homes cost- 
ing up to $10,000. This extension of a law formerly 
confined to the encouragement of building in the lower 
income groups, will give tremendous impetus to construc- 
tion in a previously neglected field; and one, imciden- 
tally, of primary importance to the retail jeweler. 

The liberalized mortgage insurance law will facilitate 
building by fixed-income and moderate-income groups— 
tremendous potential customers for the retail jeweler and 

(Please turn to page 77) 


By BELLE KOGAN 


Miss Kogan is a young and widely known industrial de 
signer. She has created designs for a number of manufac- 
turers in the silverware, clock, giftware and allied fields. 
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Left to right, Betsy Patter- 
son (Stieff), Colonial, hand 
wrought (Concord), Minuet 
(International), all sterling, 
and Legacy (1847 Rogers , 

Bros. plate.) COLONIAL 


Gadroon (international), 

Georgian (Towle), Late Geor- 

gian (Gorham), all sterling, J 

and Lady Alice (Wallace Sete 
plate.) GEORGIAN 


King George (Gorham), Sir 
Christopher (Wallace), Wil- 
liam and Mary (Rogers, Lunt 
& Bowlen), all sterling, and 

Kings (Gorham plate.) 


Colonial Classic (Reed & 
Barton), Regency (Rogers, 
Lunt & Bowlen), Stradivari 
(Wallace), all sterling, and 
Surf Club (188! Rogers 

plate.) 


REGENCY 


The period wall papers 
against which the pat- 
terns are photographed 
by courtesy of Im- 
perial Washable Wall 
Paper Co.. New York 


Copenhagen (Manchester), 
Juliana (Watson), both steri- 
ing, Berkeley Square (Com- 
munity Plate) and Danish 
Princess ‘Holmes & Edwards 

plate.) MODERN 





| are looking forward to profitable 


Christmas business this year—and those who will get the 
biggest returns are the ones who stage a strong merchan- 
dising program before Santa comes to town. 

A survey of the most effective means of merchandising 
jewelry during the holiday season disclosed that on an 
early start depends a profitable season. Jewelers who be- 
gin early in November to make salespeople and shoppers 
holiday-conscious, report from 20 to 60 per cent higher 
sales than other jewelers. 

One Pennsylvania jeweler summed up this early season 
movement with: 

“So many outlets outside of the jewelry field push 
jewelry items around the holidays that it pays the jeweler 
to put sales bingo into his Christmas merchandising cam- 
paign before this competition gets under way. 

“We get into the Christmas spirit around November | ; 
our salespeople are coached to suggest items for Christmas 
even before the merchandise comes in; we run anticipation 
windows with semi-holiday displays and talking signs 
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YULE 


% Letters to Mailing 
List 

% Window Trims Tied 
to Advertising 

% Lay-Away Plan 


% Christmas Club 
Checks Cashed 


% Sales Bonuses 


%& Emphasis on Fresh 
Merchandise 


by 
FRED MERISH 


reminding shoppers of Santa’s approach, suggesting this 
store as an ideal place to buy gifts. 

“Our mailing list is circularized for Christmas gift 
business from the first week in November until the week 
before Yuletide, newspaper advertisements carry a line or 
two about Christmas gifts from early November on. Since 
we began to get the jump on outside competition with 
early seasonal promotions, our holiday gift sales have aver- 
aged a 30 per cent increase. Sales of men’s jewelry in- 
creased 60 per cent last year because we went after such 
gift sales earlier in the season than usual.” 

Sales contests and bonuses are helpful in moving gift 
goods around the holidays and they may be geared to 
total sales, departmental sales, a complete line or a specific 
item. In some stores, they give bonuses for moving high 
unit value gifts; in other stores, for stepping up sales of 
slow-movers, regardless of price levels. In one jewelry 
store, the proprietor reported a healthy profit on gold- 
filled and gold-rolled plate jewelry, as the result of tying 
this merchandise to a sales contest during the Christmas 
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SALES NEED EARLY START 


holidays. Modest reward, however, furnishes just enough 
enthusiasm to induce salespeople to give it a prominent 
place among their sales suggestions. 

Sales suggestion is an old story but with the increasing 
number of contacts made during the Christmas holidays, it 
has big potentialities. If sales suggestion increases each 
unit sale only $1, it means a substantial increase in holi- 
day profits and one jeweler reported that such plus sales 
averaged $4. Shoppers are in a holiday buying mood at 
this season and welcome rather than resent sales sugges- 
tions, which at another time might be considered pressure 
selling. 

Another advantage of early season merchandising is 
that it gathers in many Christmas Club recipients, usually 
paid off around the middle of November. Some jewelers 
advertise “Christmas Club Checks Cashed” to stimulate 
sales from this source. One jeweler with such a sign in 
his window reported cashing 18 checks for customers last 
holiday-time, selling $1,400 in merchandise. Much Christ- 
mas Club money is spent as soon as received. Jewelers 
who get after holiday sales early, cash in on these wind- 
falls. 

The lay-away plan helps early-season sales, particularly 
for cash jewelers, with a clientele of working people whose 
purchases must come out of living expenses as pay checks 
come in. One-third down-payment is a safe deposit. 
Where less is accepted, say jewelers successfully using the 
lay-away plan, the customer may not have sufficient in- 
vestment to create a strong inducement to pay the balance 

. on items in the moderate price level. Another restriction 
advised by jewelers using this plan is to set a time limit 
on full payment, requiring that such purchases be taken 
up by Dec. 15 so that, in the event a purchaser does not 
pay the balance, there is ample time to dispose of the mer- 
chandise before Christmas. 

With few exceptions, jewelers demanding one-third 
down-payment reported 100 per cent pay-outs on the lay- 
away plan. Those who experienced defaults reported no 
difficulty in disposing of the merchandise elsewhere. The 
lay-away plan is effective not only in developing Christmas 
business early in the season but in raising the unit sale, 
because customers, in 80 per cent of the cases, buy higher 
priced merchandise. 

Window displays are a big selling medium around the 
holidays but straight window showmanship isn’t sufficient, 
say jewelers interviewed. All advertising and selling 
routine should be planned to revolve around your win- 
dows. When window trims are definitely tied to news- 
paper advertising, jewelers reported as high as 30 per cent 
more sales on window-shown items. These ads state that 
the articles advertised may be seen in the windows and the 
windows carry placards reading, “‘As advertised in today’s 
Bulletin,” with a copy of the ad attached. Best results 


Skillfully designed show windows like this build 

store traffic during the gift season, especially 

when merchandise shown in the windows is 
advertised simultaneously in the newspapers 
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are obtained when ads are highlighted with specials and 
these specials placed upon the “eye center” of the window. 
The “eye center” is the spot in a window just above the 
level of the average shopper’s eye and is the place where 
most attention is focused for the first few seconds. 

Jewelers reporting the most profitable holiday returns 
advise that they keep close tabs on window-displayed items 
to see how they are pulling, re-arrange their displays to 
step up sales on slow selling lines or replace with other 
goods, to keep their windows loaded with maximum sell- 
ing umph at this season of the year. As one jeweler said, 
“Let your show windows fall down on you during the 
Christmas holidays and you’re sunk.” Salespeople are 
kept informed about window-featured items. The value 
of jewelry window space in November and December is 
often worth more than the other months combined, hence, 
show windows must be watched carefully at Yuletide to 
make sure that they are working at top efficiency. 

Effective store layouts are so varied that it is impossible 
to advise any standard routine for getting maximum 
Christmas business but it may be said that where jewelers 
modernized with new fixtures their sales figures showed 
an average of 25 per cent more sales at Christmas time 
than during previous seasons. 

Jewelers stated that sales depend largely upon where 
merchandise is placed in stores at Christmas time; hence, 
it pays to study effective locations by keeping tabs on 
sales of individual item displays or departmentalized lines. 
Changing merchandise around during the holidays has 
been found profitable because shoppers often visit a store 
more than once during this period and different place- 
ment gives the effect of greater variety of stock. 

The front space in a store is not always the best during 
holiday time. Some jewelers stated that the first 10 or 15 
feet is of less selling value because Christmas shoppers 
hurry into a store and do not slow down or look around 
until half-way in. In many stores, the leading depart- 
ments or lines are placed in the exact center at this season. 
Most jewelers agreed that in windows and stores, the 

(Please turn to page 60) 
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A gprtenehe advertising, 
planned now before the 
rush, can fill your store with 
shoppers. 

The ads on these pages 
are selected from jewelers’ 
advertising last November 
and December. One ad is a 
Thanksgiving reminder; the 
others cover the Christmas 
theme. 


@ Wiss Sons, Inc., Newark, three 
columns by 10 inches. 


@C. D. Peacock, Inc., Chicago. 
two columns by 12 inches. 


@ Shreve, Crump & Low Co., Inc., 
Boston, three columns by 10 
inches. 
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@ Smith-Patterson Co., Inc., Bos- 
ton, three columns by 12 inches 
@ Bailey, Banks G Biddle Co.. 
Inc., Philadelphia, two columns by 
10 inches. 

@ B. Spector G&G Bro. Inc., New 
Haven, Conn., four columns by 13 
inches. 

@ Michaels, Inc., Hartford, Conn. 
three columns by 12 inches. 

@ S. H. Kirby & Sons, Inc., New 
Haven, Conn., three columns by 
13 inches. 

@ Webb C. Ball Co., Inc., Cleve- 
land, four columns by 10 inches. 
@ Shreve, Crump & Low Co., inc., 
Boston, eight columns by 21 
inches, in two-color rotogravure. 
@ Zell Bros., Inc., Portland, Ore., 
four columns by 10 inches. 

@ Mermod, Jaccard-King Jewelry 
Co., Inc., St. Louis, three columns 
by 19 inches. 

@ Linz Bros., Dallas, five columns 
by 17 inches. 


for November, 1938 
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Wiss G& Sons, Inc., Newark, 
N. J., by consistent, systematic 
effort have built a big and prof- 
itable business in remounting 
jewelry. Here’s how they did it 


Left—A typical Wiss window display 
featuring remountings. 


Below—Repairmen show customers 
how worn setting risks loss. 





By H. A. HUNTER 





Phove you ever thought that re-mounting 
jewelry could be promoted to an extent where it would 
be one of your biggest income producers? 

It can. Wiss Sons, Inc., prominent high quality jewelers edbas ehaive 
of Newark, N. J., have done it. Starting from scratch, 
four years age, with proportionately no more re-setting 


business than the average jeweler, they have built it up vestment will make a modern attractive piece of jewelry 
to a point where today it brings them nearly as big an out of an old out-moded one. Sketches or photographs 
annual volume as the sale of diamond solitaires, says are included showing old-fashioned pieces “before and 
Thomas Nikodem, manager of their jewelry division. after” being styled and modernized by Wiss, and definite 
The methods that brought about this remarkable record prices are given for typical mountings, so that the customer 
are a striking example of the value of keeping ever-last- can see the moderateness of the cost. Specimens of rep- 
ingly at it, for the result was not accomplished in one resentative ads are reproduced herewith. 
brief spectacular spurt, but by making it a regular and Tying in with this newspaper advertising is a con- 
consistent part of the store’s merchandising, the year tinuous series of window and counter displays which have 
around. proved remarkably effective. A central card carries the 
The merchant who takes a brief fling at the promotion following message: 
of this, that or the other, and after one or two ads or “Modernize Your Diamond Ring 
Cn le aS ce ag ee ee ee eee 
Med te wena alee. style, like time, marches on, and today your diamond 
, setting may be out-moded and perhaps unsafe. 


First of all, the idea of having jewelry reset in mod- 
ern mountings is made a frequent topic for the store’s 
advertising copy. At least three or four times every month 
(Wiss advertises daily) the advertising copy features the 


“The Wiss store can re-style and glorify your 
diamond at surprisingly little cost. Our 89 year old 
reputation is your safeguard.” 


suggestion that old settings are often so worn as to be Grouped around this is a selection of ten to fifteen 
unsafe, as well as the fact that a comparatively small in- typical modern ring mountings, ranging in price from $10 
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to $100 or more, displayed in attractive boxes and with 
a small neat card on each showing the price. Thus the 
woman passing by sees what sort of mounting she can buy 
for various amounts, and because the cost is usually less 
than she had supposed, many who otherwise might not 
have considered the idea become interested. 

Another helpful feature of the display is a visual 
demonstration of the increased attractiveness of a given 
stone in a modern well-designed mounting. Four pairs of 
rings complete with stones are displayed, one of each pair 
being an average setting of ten, twenty, or thirty years 
ago, and the other consisting of a stone of the same size 
and quality in a modern well-designed mounting. 

Four different sizes of stones are used for this demon- 
stration—one pair of one carat each, one pair of three- 
quarters carat, one of one-half carat and one of one- 
quarter carat. 

It is thus made easy for the customer to see not only 
the general difference in favor of the modern style, but 
even more important, how her own diamond would look 
in one of the new type settings, for most solitaires will be 
close to one of these four sizes. This is a highly important 
point, in arousing the desire for a new mounting, for the 
average person finds it hard to visualize the result of re- 
setting her stone until she actually sees the completed job. 

Remember always that the customer is not interested in 
settings in general, but only in how her own particular 
ring will look. 

Accompanying this part of the display is another card 
which reads: 

“Amazing and Almost Incredible 
“Here are diamonds of equal size and quality set 

in out-moded, and perhaps unsafe mountings, com- 

pared with the modern Wiss way. 

“Beautify your treasured diamond now, at cur- 
rent low prices.” 


Incidentally, the feature of safety is stressed in all the 
Wiss advertising, displays, and sales talk on the subject of 
remounting. The customer is shown how old settings wear 
and become weakened, and therefore that to have her 
stone remounted means not only greater beauty and better 
style, but is also a safeguard against the loss of a valuable 
stone. 

But Wiss’ do not confine their efforts to selling new 
mountings to only those people who come in for the definite 
purpose of inquiring about a new setting. When a custom- 
er comes in with a ring to be repaired or cleaned, for ex- 
ample, she is always tactfully asked if she has ever con- 
sidered the desirability of a new mounting. If the setting 
is worn, she is shown just where and how it is unsafe. If 
it is not, the ideas of greater beauty and better style are 
suggested. 

If she displays no interest, the subject is dropped with- 
out further urging, but if there is an answering spark, 
the repair man summons a salesman. 

(Please turn to page 61) 
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@ Many Wiss ad- 
vertisements feature 
remounting. Note the 
Christmas gift - ap- 
proach in the ad at 
upper right and the 
after-Christmas sug- 
gestion below it 
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@ Cards iike these, 
hand lettered in two 
colors on parchment 
finish paper, are used 
with window displays 
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Different, dramatic, inexpensive, this window background 


DAV 



































Simple but very rich is this gold rope draped on a white 







has a soft gray-green back panel, to which two silvered 

wire hoops are attached. Three flat white candles made velveteen panel, with mirror stars, glass or chrome, at- 
of strips of wood 5% inch thick with red flames of painted tached. This motif is also effective in white against blue. 
tin are set on thin wood blocks. Behind the candles Used in wall and counter case displays and shadow boxes, 


it is a dramatic setting for rich merchandise. 


12 HOLIDAY - 


extends a long wire stem with a single large red berry of 
tin. Holly leaves, cut from green glazed paper, and 
other berries of red tin, are held by soldered pins. 


































“For Gay Gifts of Gold, Look in the Treasure Chest,” says 


Mount cut-out bristol board letters sprinkled with gold 
glitter on a four-foot panel of Upson board painted dark 
blue and light blue. The plateau may be covered with 





white or maize velvet unless glass or other merchandise 


requiring a dark background is displayed. 


letters are made easily by 
out identical pieces of different color, then putti 
two together, and moving the back piece a little 
__ left down “shadow” for the front 
; ~ Combine green and red, blue and yellow, or other 


lie 


* 
° 
he 


: 
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the parchment scroll. Chest is made of one-inch lumber, 
dark stained, battered, bound with metal strips and the 


- gorner pieces painted black. The inside top and built-up 


‘bottom ate draped with velvet, on which gold gifts are 
shown. 





To the face of a large square clock attach a circular 

panel of Upson board about two feet across, painted white 

with an outer border of red velvet or soft-finish paper. 

Watches are fastened on this panel to serve as numerals. 
The hands are brought through the panel. 
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Double-section plateaus covered in a dark shade make 
effective counter or table displays for costume jewelry. ; 
Photostat a good friendly sales letter for an unusual 
i ; left use a list of gift wed 
's 


The staff and clef are wire, the lettering is cut-out and 
covered with sparkle. The small lettering is red on a white 
card, set so that two lines conceal the edges. 


_DISPLAY IDEAS. 


the letter might start: “Even an inexpensive gift 
more desirable when the name of a good jewelry store 
appears on the box.” 
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The @IFT BOX 
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For novelties, make a gift box, using a wood frame covered 
with compo board and finished to match your gift boxes 
or wrappings. The “ribbon” on the front is made of red 
cellophane. Set the gift box on ball-bearing casters that 
are concealed by the side pieces. 





A dramatic but simple showcase trim. The large silver star 
sets on a white mat, irregularly edged with red. Festoons 
of red Christmas tree strings ascend from the back of 
the star, one strand to the top front of the case, the 
to the smaller stars that double drape the string 


other 
on the back. Other colors: gold and green, white and blue. 






ALTERNATE 
PANEL 


















Left, a Christmas decoration. Evergreen branches tied 
with scarlet ribbon, wired to a panel made of red and 
white bristol board or wood. Right, on a beveled edge 
wood panel painted white with red edges attach a cluster 
of full-berried holly. Over the stems fasten a bow with 
streamers, made of thin, flexible copper or glazed paper. 
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ELL, here we are in November, the month that means so much to the jeweler and 
from which he can prognosticate, to a reasonable degree, what his Christmas sales 
will be. 

Years of experience have taught me that the first ten days or two weeks in November 
are “looking days,” hence, watch the windows, they should look their best; and keep 
lighted until 10 P.M. 

At this time windows may be crowded more than usual, with attractive gifts that appeal 
to the Christmas buyer. In three store windows I studied a few days ago, I actually counted 
close to three hundred items shown to good advantage and attracting crowds. 

Very few people are early buyers, but there are thousands of people who are early look- 
ers—hence the windows. The last two weeks of November will see greater volume of buy- 
ing and that will increase each day until closing time on Christmas Eve. 

If you were to ask a merchandising authority what he thinks of the prospects for Christ- 
mas business, he would probably ask a number of questions, pertinent and impertinent: 








B. J.D. 





Have you been advertising consistently and regularly during the past year? 

Have you studied window trimming and display to the end that you were 
reasonably sure you were creating a desire in the minds of the buying public 
for the items you have shown? 

Have you communicated with them in their homes by letter or printed 
matter? 

Is your line new or is it different from what it was last year? 

Does your stock carry a wide range of prices? 

Are your price tags plainly marked? 

Is your store bright and cheery? 

Last, but not least, have you a well balanced stock? 


Of course, he would assume that you stand high in the confidence of the people of your 
community, and that you have been active every day in the year not waiting only for the 
two big months—June and December. 

The season’s mode of lower necks and short sleeves in women’s dresses gives the jeweler 
a real break and talking point. 

Marvelously new and beautiful designs in watch attachments and watch cases make the 
present ones appear rather obsolete and consequently will speed sales. 

There is a drift toward a goodly demand for colored stones, both birthstones and stones 
that have no connection with natal day traditions. 

I do not know when I have seen so many lovely new items, produced for the jeweler, as 
.there are this year. More advanced styling and decidedly more thought put into jewelry 
items than ever before. 

Although it would seem that new patterns for silverware were impossible, that new ideas 
were exhausted, you have undoubtedly noticed the new lines that have been produced. 

Jewelry and ring mountings are exquisite and some clock manufacturers have gone a long 
way toward “smarting up” their lines. 

Crystal ware has had a satisfactory demand during the past year. 

All in all it would seem that, if business generally were normal, we have the merchan- 
dise to do probably a larger business this Christmas than ever in our history. 

However, economic conditions are not normal, so the greatest volume will be found in 
medium-priced items. 

Here’s a wish for the best of good luck to each and every one of you. 


Anithy Koby 


Vice-President. 
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ao F course I've lost some busi- 
Or: this past year,” arepu- 
table jeweler said, ‘‘but | don’t 
intend to have my 1938 ledger 
end up in the red because of that. 
‘The six-week holiday season 
this year is going to get my com- 
plete time and energy and the 
most active work I’ve ever done. 


Wadsworth 


Because the business I do during 
that period will decide whether 
or not 1938 will be a profitable 
year for my store and for me. 

“Special plans? No! There’s 
only one sure-fire way | know. 
Work hard and sell quality-profit 
lines. If ! waste counter and dis- 


play space, advertising-money 





FROM (2.12) To BLACK in 6 weeks” 


and energy selling junk that 
doesn’t pay me, then | deserve 
to have the top remain on my 
bottle of black ink. Especially 
when | know that the sure way 
to make money on every sale, 
and build satisfied customers at 
the same time, is to advertise, 
display and sell QUALITY!” 





The Wadsworth Watch Case Company, Incorporated, Dayton, Kentucky. 
Offices: New York, 630 Fifth Avenue; San Francisco, 140 Geary Street; 
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Chicago, 35 East Wacker Drive. 








Electric Clocks at Peak in 37) 


Ehecwic clocks were an expensive 
curiosity in 1927, popular and cheaper in 1929 and ex- 
ceedingly popular and still more moderate in cost in the 
depression year of 1931. By 1933, came public disillusion- 
ment with the construction of most electrics and a break 
in production from nearly $13,000,000 worth made in 
1931 to less than $5,000,000 worth made in 1933. 

Improved quality and design rallied the electric clock 
industry in 1935 for about a one-third recovery of the 
sales volume that had been lost. But the complete recov- 
ery was not apparent until last month when preliminary 
figures for 1937 were released by the Biennial Census of 
Manufactures. 

The industry last year produced 4,269,245 electric 
clocks valued at $12,651,716. In units this is an all-time 
high, and the value is only slightly less than the $12,904,- 
750 worth of 3,797,499 electric clocks made in 1931. It 
is interesting to note that electric clocks made last year 
had an average value as they left the factory of $2.95. 
This compares with $18.50, the average value of the 
pioneer electric models of 1927. 

During the same ten-year period, 1927 to 1937, spring- 
wound clocks other than alarm clocks dropped from a 


valuation of nearly $14,000,000 in 1927 to $2,927,504 in 


1937. Production of spring-wound clocks dropped from 
1927 to 1931 in inverse ratio to the amazing development 
of electrics during that period. One result of the com- 
petition with electrics was a large drop in the average © 
factory price of spring-wound clocks, from $6 in 1927 to — 
$2 in 1937. 

A steady demand exists for good quality spring-wound 
clocks. There was a very slight increase in the value of © 
spring-wound clocks made in 1937 over 1935 production, | 
More alarm clocks, other than electric, were made in | 

1937 than in any year on record, although their total 
value was less than those made in 1927 or 1929. . 
Electric clocks made last year consist of: 734,494 alarm — 
clocks worth $1,694,281; 1,625,742 mantel clocks worth 
$3,675,262; 516,575 other frequency-motor clocks worth 
$1,552,712; 1,265,516 automobile clocks worth $4,644, 
053; 109,647 other motor-wound clocks worth $545,759; © 
1288 master clocks for electric-clock systems worth $180,- 
626, and 15,983 magnet-operated secondary clocks worth © 
$359,023. : 
Alarm clocks, except electric, made in 1937 totaled 7 
10,663,361 worth $9,079,257. 
Other clocks: 619,325 one-day clocks, except automo- | 
(Please turn to page 80) . 





MANUFACTURE 
OF CLOCKS IN US. 


(IN MILLIONS OF DOLLARS) 


1927 - 1937 














IRM CLOCKS 
PY wis A 
- a“ 
yr 
- 


CLOCKS | EXCEPT 
ja &] ELECTRIC 
ELECTRIC ae 


1927 1929 1937 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for November, 1988 









































ByyR TOWN WILL READ THESE ADS. THEY'RE CONVINCING. THEY'LL 
SSE MANY PEOPLE TO DECIDE “I’M GIVING 


















EVEN THE LEAST EXPENSIVE RONSON 
HAS AN “AIR”. AN AIR OF ELEGANCE AND 
VALUE. ADD USEFULNESS AND THE FACT THAT 
TO PROFFER A LIGHT WITH A LIGHTER® 15 
CONSIDERED TODAY THE “SMART THING TO 
DO” AND THE RONSON BECOMES THE PER 
FECT GIFT—FROM EVERYONE—TO EVERYONE 

am “Pentntacly wth 9 ROMEO 


full page to appear in December issue of Esquire. 
On Sale November I ith. 


cooperate. Make our advertising 
ars work for you. A formula 
ely as an old shoe. But it works. 
ways has. For any merchandise. 
any store. 


ve spared no effort this year to 
te Christmas sales aids which 
Cos c-1-0 UB fo) of Co) ah go)t Om OF 0 IF 
lay stands, miniature Christmas 
outs for your windows and 
ers — convincing folders for 
tmailing—mats for your ads — 
' logue for ordering—a wealth of 
smaking material. It's our con- 
ition to the “Cooperation -Fund”’. 
LEE Draw upon it freely. 

It's yours for the asking. 


elsno trick tosellinga RONSON. 





WORLD'S 


Ads like these will appear in 


Rotogravure (newspapers 


in leading cities) 11,500,000 
site > 1,888 000 
.Time 762,000 
Esquire 566,000 
Vogue 221,000 
The New Yorker 133,000 
Total 15,070,900 





RONSO 


wo,natois’s 





Cmte avery eo, ee 


4 


cvery 


Koes wnt Lighters 






BE 





HOW ANY JEWELER 
CAN SELL MORE 
RONSON LIGHTERS 





FOR CHRISTMAS 


Year after year the public spends millions 
of dollars for RONSONS between now 
and Christmas. And _ indications. are 
that heavy RONSON buying will take 
place this year. It will be good business 
if you check your present stock against 
your catalogue and order replacements 
and such additions as your judgment 
indicates will please your trade. Remem- 
ber, acomplete stock means more volume 


ONSO 


LIGHTER 


GmewaAaYTEST 


RONSONS FOR CHRISTMAS” | 


| Hew A Ulreleree Goes Christmas. Sheps 








Full page to appear in December 4th issue of Life 
On sale December 2nd 


It's a great gift item.’ To anyone — 
and everyone. ‘For the home, the} 
office, the pocket and bag. The very | 
convincing magazine and roto-| 
gravure advertising have .made 
people receptive to your RONSON 
Christmas suggestions. Simply dis- 
play the line with a little judgment | 
of arrangement and effect. Support | 
it with the material described and | 
you'll do a grand RONSON business. 
Just cooperate. 





See the complete new RONSON lines through your 
jobber or at these permanent display rooms: 
New York: 347 Fifth Ave., Chicago: 36 S. State St.. 
Los Angeles: 728 S. Flower St. 


ART METAL WORKS, INC. 


Offices and factory, Aronson Square, Newark, N. J. 
Canada: Dominion Art Metal Works, Ltd., Toronto. | 
England: Ronson Products Ltd., London, W. C. 2. | 





GLAMOUR GIRLS 


OF HISTORY 
STOP CROWDS 


The power of romance and glamour 
in the selling of jewelry was strikingly shown by a 
series of six B. Altman & Co. windows that held 
Fifth Ave. shoppers spellbound last month. 

Each window was devoted to a famous woman of 
history with a showing of jewelry of the type and 
style associated with her, displayed in a setting of 
harmonious color and appropriate “stage properties.” 
The entire series was tied together by using with 
each window the uniform slogan—‘“‘Jewelry Inspired 
by Five Queens and a Commoner.” 

The window featuring Marie Antoinette is shown 
in the large photograph at the upper left. Jewelry 
displayed was pearls and aquamarines in filigree 
gold mountings. The background was pale blue 
velvet with fleur-de-lis in silver. Accessories were a 
jewel case and china clock of the Louis XVI period. 

Elizabeth’s window, which appears immediately 
above, featured amethysts on a background of violet 
and orchid; Mary Queen of Scots, in a setting of 
crimson and gold, displayed garnets and pearls. A 
striking note was given by the bright go!d chain. 

With Catherine the Great, whose window, at 
extreme upper right, was done in blue and silver, 
blue zircon and pearl in filigree gold settings was 
shown; and with Madame Du Barry, at center left, 

(Please turn to page 62) 
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The GEM of the 
OCEAN 
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PEARLS —... be the dominant note in Jewelry at the opening of the 
Metropolitan Opera Season just as they were at the brilliant Veiled 
Prophet Ball in St. Louis, and at all other important social 
functions this fall. 


In practically every form of jewelry— Since 1894, the MIKIMOTO seal has been 
necklaces, bracelets, earrings, clips and | your safeguard—your guarantee of uni- 


form quality—your quarantee that every 


inas—Pearl fashion's lat te. 
rings—Pearls express tashion s latest note MIKIMOTO pearl has been developed 


MIKIMOTO CULTIVATED PEARLS—un- and cultivated in the living oyster. I+ as- 


excelled in quality and natural beauty— sc. you and your customers of the 
are being bought by women who know highest quality from MIKIMOTO, the in- 
what is essential to correct feminine at- ventor and originator of cultivated or 
tire. cultured pearls. 


Display and feature them for all occasions and you will build a 
clientele to be proud of—one that will materially increase your business. 


If a visit to one of our offices is not con- 
venient, we invite your inquiry by mail. 


K. MIKIMOTO, INC. 


55 E. Washington St. 209 Post St. 
Chicago San Franciszo 


630 Fifth Ave., New York 
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Vanity-Watc 


Bracelets 






by |. H. LAPIDUS, director, 


V'Officiel de la Bijouterie & Accessoires, Paris 





> of barbaric massiveness are worn with pride wherever 
fashionable women gather. Consumer acceptance is ready-made, 
therefore, for an article of jewelry the very nature of which requires 
a rather massive structure. This is the bracelet which combines 
within itself not only vanity case accessories but also a watch 


| iran above designs are adapted especially for this journal from the 

first edition of “‘l’Officiel de la Bijouterie & Accessoires,” of 

Paris. Such bracelet-vanity-watch combinations are not merely 

ornamental Besides performing a time-keeping service, their rouge, 

powder, mirror and lipstick facilities are practical as any vanity case 
of orthodox design 
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Clip Brooch Combination—150 carat Gem Star Sapphire. 
Bracelet—Finely matched facted Oriental Rubies—Four 

Marquise Diamond Centers. = 

Loose or mounted Diamonds * Star Sapphires ¢ Star Zz 
Rubies * Emeralds * Catseyes. 


CHEERFULLY SENT TO RESPONSIBLE JEWELERS ON MEMO. 


>» 
(77. € 
¢ Moscone Connpuan yy 


Importers of Diamonds and Precious Stones 


48 WEST See 2 REET a ee Oa 
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PROMOTING 
the -ecember 


BIRTHSTONES § 





by 
ROY B. SIMPSON ie 
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Re A, 
PAPO OOOO PO 





A. B. ©. JEWELRY CO. 


21 SOUTH NORWALK BOULEVARD 





NEW HAMPTON, OHIO 


December 1, 1938 


Dear Madam, 


f our privileges 
fail in our duty and in the use 0 

if cag ae = fall short in providing the things which = 
and others are seeking as gifts for loved ones this month. 


it is not the cost 

te a saying as true as it is.old, 

of the eift se sentiment ae = pe ole rig 
iated. ou w } 

selection that make it apprec = 
d who can, to a large extent, 

store an understanding frien : Ase 

te your needs. He will not sell you an) . 
on ae aed you to select what you want your friends 


to possess and enjoy. 


item is reason- 
are new, large, complete. Every 
pos cased You pay only our cost, mg a veihie for 
: handise for you in 
our services in buying this merc At 
J + market places. Our name on the 
pepe on to the value, nothing to the cost of the gift. 


t with turquoise or 
howing of birthstone jewelry, se 
en lazuli, the December birthstones, will appeal to those 


whose birthdays occur this month. 


Sincerely yours, 


THE A,B.C. JEWELRY COMPANY 


/ 


H.J./V 
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TURQUOISE 


irthstone for December 


A gift of TURQUOISE ; 
lewelry will 
that problem. It will 7 a ating 






be doubly welcome if 








i, December's alt 
' er- 
nate birthstone, starts at a few dollars 


A. B.C. JEWELRY ¢o. 


NEW HAMPTON, OHIO 






POOCOCCNOCaaG 
* 


HIS ad merchandising tur- 

quoise and lapis-lazuli, the 
December birthstones, is the 
tenth in the original series devel- 
oped by the Reader Service De- 
partment of JEWELERS’ Circu- 
LAR-KEYSTONE to foster public 
interest in birthstones, one of the 
most fascinating departments of 
the jeweler’s business. 

Readers are at liberty to use 
the wording of this advertisement 
in their own advertising, or can 
obtain from this journal a mat 
of the above ad. The mat is suit- 
able for newspaper use, with the 
name of the subscriber’s store 
substituted at the bottom where 
the ad says A.B.C. Jewelry Co. 

Elsewhere in this issue is ex- 
plained how readers may obtain 
the complete series of 12 ads in 
the birthstone set. 

In order to protect the inter- 
ests of jewelry stores which sub- 
scribe for this special service, the 
series is available to only one 
jewelry store in a trading area. 
If no jewelry store in your city 
is using the series, it can be yours 
for the next 12 months. 
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Veiled Prophet's Ball 
Shows T rend 
To BIG Jewelr 






@ Maid of Honor, Miss Margaret Maynard Johns- 
ton, wears a diamond clip in her hair, a diamond 
pearl tassel on a black cord, a sapphire and emerald 
bracelet, diamond bracelets and a sapphire ring 


¢ event of the fall 
and winter season for social registerites, the Veiled 
Prophet’s Ball, held in St. Louis each October for the past 
50 years, gives the first indication of what fashionable 
women throughout the country will be wearing—whether 
the pre-season recommendations of the style experts will 
really be adopted by the public. 
Any doubt as to the acceptance by American women 


of the vogue for big eye-arresting jewelry—and lots of @ Miss Nanon Burns, another maid of honor, with 


it—was certainly laid to rest by what was seen at this a ruby and sapphire clip in her hair; diamond, ruby 

remier socia! occasion and sapphire clips; pearl necklace; a carved emer- 
P eee" eee ” ald cameo, diamond and sapphire brooch; a dia- 
The photographs of four of the ‘maids of honor”’ at mond clip-brooch at the belt; a ruby, emerald and 


the ball, which are reproduced on this page and on the diamond bracelet, and a ruby and diamond ring 
front cover, show jewelry styles that were in evidence. 

Big jewelry is definitely “in good taste” this season. Of 
course not every one can afford big diamonds, rubies and 
emeralds, but less expensive stones—citrine, zircon, tour- 
maline and the like—are equally the vogue. The main 
thing is that the jewelry must be big, massive, impressive. 

Fashion is one of the most potent selling forces. Here’s 
a clearly defined and accepted fashion that the jeweler 
can use to create sales. 

Display big jewelry—feature it in your ads—talk it to 








your customers. 





@ Miss Phoebe Elinor Curran jeweled as another 
maid of honor. Left—Bracelets, clips and brooch 
worn by Miss Warrene Hobbs, a fourth maid of 
honor, whose portrait appears on the front cover 
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Yule Sales Need Early Start 


(From page 41) 


merchandise displayed to the right of the shopper as she 
enters, sold faster because shoppers look instinctively 
toward the right when entering a store. 

Stocks must be watched carefully to spot slow movers. 
Jewelers reporting minimum carry-over stocks after 
Christmas, watch slow-movers carefully from the begin- 
ning, display laggards on fast-selling locations and in- 
struct sales people to suggest them, the purpose being to 
get rid of merchandise early in the season that shows a 
tendency to hang on, so that only fast-moving items are 
on hand when heavy Christmas buying begins. A big 
carry-over stock is detrimental to profits, and jewelers most 
successful at the holiday season, aim, not only for maxi- 
mum sales, but for minimum left-overs. 

The Christmas season is the time to cash in on large 
unit value merchandise, say jewelers reporting substan- 
tial holiday profits. Too few jewelry items in the price 
field, from $300 to $1,000, are sold during the holidays 
because jewelers do not go after such sales with sufficient 
zest. Sales resistance is at minimum during the holidays, 
not only for amber, jet and coral pieces, but for diamonds, 
emeralds, rubies and other precious stones set in expen- 
sive mountings. This low sales resistance makes possible 
many high unit value sales if an effort is made to get 
them. 

Staples should not be overlooked. Birthstone jewelry 
is a staple with a big gift appeal, say jewelers interviewed. 
Even silver polish sells well during the holidays. One 
New Jersey jeweler stated that he had sold more than a 
gross last year as the result of a simple counter display 
twinned with an occasional sales suggestion. : 

There are many weddings around Christmas, which 
means not only sales of wedding gifts and anniversary 
gifts but wedding rings. Our queries disclosed that while 
the “haves” angled for sales of wedding rings, engage- 
ment rings and other staples during the holiday season, 
the “have-nots” overlooked the possibility of profit from 
this source. 

Push engraving hard around Christmas time, advise 
jewelers contacted. It practically eliminates the hazard of 
returns. 

Jewelers reported an increasing demand for the better 
grade china, glass, pottery and silverware and expressed 
the intention of going after gift business this year with 
Bi . maximum vigor. The plus sales on ‘‘matchings” subse- 
CANDL tT ; quently made, not to the original purchasers or donors, 
BeAN ) but to the recipients of tableware gifts, run high. For 

example, a gift purchaser buys a half dozen goblets, makes 
presentation of the gift, then the recipient comes in later 
to match up the goblets with other glassware of the same 
design. In some jewelry stores, they reported that 50 per 
cent of the volume is the result of ‘‘matchings,” thus the 
Christmas gift sale is the forerunner of profitable plus 
sales later on. 

Through the medium of a “piece-a-month” suggestion, 
many customers are induced to build up complete ensem- 
bles of china, glass and silver service, in this systematic 
fashion. Jewelers report particular success when applying 
this plan to fine chinaware. Many such sales originate 
during the Christmas holidays. One jeweler in New 
York State said that one customer has been purchasing one 





\ 
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or more pieces of crystal ware from him, once a month, 
for three years. 

Realizing that the sales person has much to do with the 
success of a holiday merchandising campaign, wise 


jewelers begin coaching them around Nov. 1 to push | 
better-priced goods. Jewelers do not attempt to standard- | 
ize the methods of presentation because it would be a | 


serious mistake to use the same starting point with all 


customers. Salespeople must size up each customer and | 


select a starting point that appears logical. In one case, 
that may be a $5 item, in another a $50 item. However, 
the tendency with most salespeople is to start too low 
rather than too high and most jewelers try to correct this 
at holiday time by reminding their sales force that cus- 
tomers spend more generously in the holiday season, hence, 
the salespeople should start on an item priced high for the 
gift the customer seems to have in mind. 


There’s Money in Re-Styling 


(From page 45) 


Or a customer may be shopping for something entirely | 
different—silverware, let us say. As she picks up and in- | 


spects the pieces it is easy to for the salesman to see if 


she is wearing a ring which perhaps contains a good dia- | 


mond but the setting of which is out of date. In that case, 
he remarks on the nice stone she is wearing, suggests that 


one of the new type mountings would bring out its beauty | 
to better advantage, and explains that the cost is surpris- | 


ingly moderate. 
In many cases, interest is shown and frequently a sale 


is made. 


Naturally, these suggestions must be made tactfully | 


and courteously, and dropped at once unless they meet 
with favorable response. Anything that might give the 
customer an impression of high pressure selling is taboo, 


but according to Mr. Nikodem, most people take the sug- | 


gestion pleasantly even though they may turn it down, 
and he says he cannot recall a single instance when it 
aroused resentment. 


However, the importance of the right method of mak- | 
ing these suggestions cannot be stressed too strongly. | 
Never imply that the present mounting is bad—but always 


that a new one would make the ring still more beautiful 
The same customer who would resent what she miglit 
consider criticism of her present ring will often actually 
welcome the idea for its improvement. 

The true and final test of any merchandising idea is 
what it accomplishes. This one has built an almost un 
hoped for volume of re-styling business, and is eloquent 
testimony to the value of consistent effort, cooperation 


between departments, and constant alertness to make the 


most of every opportunity to build business, no matter 
how insignificant. 
“Trifles make perfection, but perfection is no trifle.” 





49 Years for Perel & Lowenstein 
Perel and Lowenstein, jewelers, 144 S. Main St., Mem- 
phis, are celebrating their 49th anniversary with announce- 
ments in color pages and special displays. Both of its heads, 
Joseph Perel and W. P. Lowenstein, came to Memphis 
many years ago from Baltimore. Until recent years a 
store was also operated on N. Main St., but it was later 

concentrated with the store at 144 S. Main St. 
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PRECIOUS STONES 


EMERALDS 
RUBIES 
SAPPHIRES 


608 FIFTH AVENUE 
NEW YORK 
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WHITELAW BROTHERS 


Diamond Importers & Cutters 


48 WEST 481TH STE.N.Y.€. BRYANT 9-O1)73 
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Lovers’ Knots, Flowers, Hearts and Cupids of Victorian 
Memory Are Revived with Modern Verve 


Lonpon.—Sentiment in jewelry is now responsible fo; 
the modernized version of hearts and cupids, true lovers’ 
knots, floral posies and the like. Clever use of the colored 
stones is made in the assembling of a dress clip, earring 
or bracelet incorporating the sentimentality of the last 
century with the modern technique of today. A striking 
example of the posy bouquet of Victorian days is seen in 
the Paris creations this fall. This dress jewelry is ex- 
quisitely made, some pieces having as many as 50 colored 
stones for interpreting the flower hues. 

Modern cutting in assembling this sentimental jewelry 
predominates. Victorian pieces were invariably composed 
of round cuts in diamonds. The modernized version of 
the bouquet jewelry calls for the inclusion of the marquise, 
square and baguette cut stones interspersed with the 
round cut. These striking pieces are first of all modeled 
in colored wax to insure that the exact flower tints are 
portrayed. The precious gems are then selected to match 
the wax models. The veins of the bouquet leaves are rep- 
resented by a delicate tracery of diamonds and pearls, 

Lapel jewelry has a section of its own in this return 
to floral design. Tiny flowers in white and colored gems 
form a miniature spray. A wee white daisy, for instance, 
has petals of diamonds or small pearls with a black onyx 
center. Lace is ousted by the jeweled fringe, and the 
organdie bow now appears in a gold medium with colored 
stones for interpreting the motif. The crescent moon, 
star and ivy leaf pieces are based on the Victorian urge 
for sentiment in personal wear, but they are designed on 
modern lines and given modern treatment in their assem- 
bly. Now that the designers have found that stones cut 
in the old style and in the new mingle satisfactorily when 
arranged rhythmically in modern settings we probably 
shall have more of this type of work. 





Glamour Girls Stop Crowds 
(From page 52) 
rose quartz against a background of rose and old rose. 
Josephine’s window, pictured on this page, displayed 
cameos, on a color scheme of green and chartreuse. 
As can be seen, all of the displays are simple—none of 
them require any construction work—and the only special 





equipment needed is a few millinery display heads and a 
few simple “properties” which can be easily obtained in 
any city. The jeweler who is looking for effective and out 
of the ordinary ideas should find these well worth while. 
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Importers of China and Glass Seek New Sources for Goods 
Formerly Made in Sudeten Area Ceded to Reich 


by RICHARD H. LESLIE 
EWELERS are wondering today about the Czecho- 


slovakia situation. What they are going to do about 
open stock china dinnerware from Czechoslovakia is a 
question that is of great importance to those retail jewel- 
ers, when the origin marking is changed to “Made in 
Germany.” Thus far, no answer has been found; all 
that the jeweler can do is to ponder possible solution and 
to await further developments. 

Jewelers are more or less at sea, for, if they discontinue 
Czechoslovakian dinner patterns now included on their 
open stock guarantee list, they are breaking their promise 
to their customers. On the other hand if they continue 
to carry these patterns, they are running the risk of serious 
consumer disapproval and subsequent loss of business. 

One well known jeweler has solved his problem in this 
way: he is to carry his Czechoslovakia patterns in open 
stock as long as they carry the “Made in Czechoslovakia”’ 
marking. When the marking is changed he will take 
these patterns out of stock, but will continue to fill re- 
placement orders for customers who have previously 
purchased them. Thus, he said, he can keep his stock 
open for customers without risking consumer criticism. 

Another jeweler has informed his salespeople when sell- 
ing Czechoslovakia dinnerware to tell purchasers that the 
patterns will not be carried by the store after the marking 
is changed. 

There is one consolation in the fact that the origin 


marking et dinnerware trom the Sudeten area in Czecho- 
slovakia probably will not change this year. Before the 
new boundaries of Czechoslovakia are definitely estab- 
lished and the United States Government defines which 
sections ef the country are to enjoy the reciprocal trade 
treaty now existent between this country and Czecho 
slovakia, some months must elapse. 

The area surrendered to Germany includes 80 per cent 
of the Czech porcelain factories and 70 per cent of its 
glassware factories. “To jewelers who have been boycot- 
ting German merchandise this means that the majority of 
their Czech sources of supply now go on the boycott list. 
Moreover, transference of Sudeten areas to Germany 
means higher prices on china and glass from this territory. 
For while Czechoslovakia enjoys a “most favored nation”’ 
relationship with the United States no such condition pre- 
vails with the Reich. 

Some American manufacturers have got on their toes 
and are bidding on both china and glassware business that 
formerly came from Czechoslovakia and in some instances 
have got within 15 per cent of the prices which Czech 
producers have been getting. Others are working around 
20 per cent higher, but the purchase of American goods 
offers numerous advantages offsetting the higher prices. 
Orders then can be limited to small quantities because 
stocks can be replaced rapidly when necessary, and the red 
tape of custom entries and payments through foreign ex- 
change is avoided. 

Now let us look at the other side of the story. The 
average importation of decorated china dinnerware from 
Czechoslovakia in the past year has cost $1.28 a dozen; 








_ Importers and Cutters of Precious and Semi-Precious Stones 
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_ 48 WEST 48TH STREET 
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Fall and Holiday Sales Leaders 
Hi-Marc 
Marcassite Brooches 


Fashionable 
Designs, 
Quality 
Unequalled, 
Floral and 
Initial 
Centers 





Sterling ... $12.00 
No. 03 Gola Filled $15.00 


Sterling 
Silver, 
Rhodium 
Plated or 
Gold Filled, 
Set with 
Genuine 
No. 068 aoe ae i Marcassite 





Retail 
from 
$4.50 


to 


$44.00 





Sterling ... $19.50 
No. 0500 cia Filled $2250 


KEYSTONE PRICES 
Ask us for New Catalogue 
SOLD THROUGH WHOLESALERS 


ISKIN MANUFACTURING CO. 
Main Office and Factory 
740 Sansom Street, Philadelphia 
New York Office, 9 Maiden Lane 
Chas, S. Bruder, Manager 
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the average from Germany has been $2.35. The higher 
tariff on German goods results in a difference of $1.07. 

Yet some importers feel that the factories in Sudeten 
areas may evolve some way to escape having to change the 
marking and the rise in prices. One idea that seems to 
stand out is that factories will move to a section of 
Czechoslovakia not subject to German rule. In any case 
it is the opinion of most importers that some solution will 
be forthcoming in the near future. In the meantime, 
importers are watching and waiting, and while all are 
not optimistic, many are scanning further developments in 
the Européan scene before next year’s business. 

Considerable activity is reported on the part of French 
commissionaires and European buying headquarters in 
Paris on American stores and others, in searching the 
French market for goods which may compete with those 
from Sudeten territory, the absorption of which by Ger- 
many is expected to result in the diverting of American 
orders elsewhere. 

Samples of china and glassware made in the Sudeten 
plants have been furnished by buying offices to French 
manufacturers with the suggestion that they get busy and 
see what they can do on the price end. 

Experienced chinaware and glassware buyers attached 
to commissionaires who know most of the resources in 
Gablonz, in the Carlsbad section, in Haida and elsewhere 
are doubtful that the French, with their present cost of 
production, can produce at prices attractive to the Amer- 
ican trade the goods mostly turned out in peasant homes 
along the old German-Czech frontier. 

But the attempt is apparently to be made. There have 
been numerous negotiations between Parisian buying office 
executives and French plants which have done little busi- 
ness with American stores in the past few years with a 
view to developing American trade, sentiment being that 
American importers will prefer French-labeled goods if 
they can be retailed at popular prices. 


Jewelers in Kansas City Taxicab Robbed 
of $150,000 Jewels by Gunmen 


Kansas City, Mo.—Precious jewelry with an esti- 
mated value of between $125,000 and $150,000 was 
stolen from two Chicago jewelry salesmen, in this city, 
early the night of Oct. 11, as they were taxiing to Union 
railroad station, by gunmen who covered them with guns 
when the taxi was forced to stop for a traffic signal. 


One of the bandits held a gun on the cab driver while 
an accomplice got into the rear of the taxi with Paul C. 
Reitz, of Juergens & Anderson Co., and Albert Kolker, 
of J. Milhening, Inc. 

Kolker and Reitz were relieved of their personal effects, 
money and railroad tickets and thought they had con- 
vinced the bandits that they had mistaken them for jewelry 
salesmen when an auto drew alongside. All of the sample 
cases and baggage was then transferred to the second car 
in which the robbers drove off. 

The Milhening samples, with an estimated value of 
$50,000 to $75,000, consisted of diamond jewelry and 
mountings, insured. The Juergens & Anderson loss of 
$75,000, also insured, was of oriental pearls and fine 
jewelry. 
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6000 See Million-Dollar Showing of Gems by Boston 
Jewelers at Museum of Natural History 

BostroN—Four of Boston’s leading jewelry retailers 
pooled their resources to stage a cooperative exhibit of 
rare and unusual gems and jewelry Oct. 24 to 26. Draw- 
ing upon both their own stocks and all possible outside sources 
as well, a collection of more than 200 outstanding pieces 
embracing both unset stones and made-up pieces was 
gathered. Through the cooperation of Dr. Edward 
Wigglesworth, director of the Boston Museum of Natural 
History, exhibition room in the museum was made avail- 
able where the collection was shown. 

Some truly magnificent specimens were included in the 
exhibition which embraced 28 kinds of gems, not counting 
sub-varieties such as the various colors of sapphires, topaz, 
diamond, etc., which were shown in all known colors. 
Among the more remarkable stones which drew and fas- 
cinated spell-bound crowds were three large star sapphires, 
one of 531 carats and another, the Star of Artaban, weigh- 
ing 316. A star ruby of 150 carats, an orchid diamond 
of 9.93, a green diamond of 9.18, a 15.75 marquise from 
the Jonker diamond, a blue topaz of 277 carats and an 
oriental catseye of 201 were a few of the many others. 

Among the fabricated pieces of jewelry were a bracelet 
of imperial jade, a pearl and emerald set from the Spanish 
crown jewels, and the famous Hammond tourmaline neck- 
lace loaned by Harvard Museum. 

Largest stone on display was a pink beryl of 1040 
carats; most valuable was a large square emerald of mag- 
nificent color set in a ring and valued at well into six 
figures. Total value of the jewelry was considerably over 
$1,000,000. 

Admission was by card only, invitations being issued 
to customers of the four stores and to members of the 
museum. Although the exhibit was open only from 11 to 5 
daily, and although drenching rain held down the atten- 
dance on the opening day, more than 6000 people visited 
the showing during the three days. 

Not only the number but the character of the attendance 
was impressive. “The exhibitors commented on the fact 
that many of their best customers were present, and sev- 
eral sales of important pieces were made, although the 
primary purpose of the affair was to promote general 
interest in fine jewelry rather than to make immediate 
sales, and no effort to sell was made. 

The display included a complete set of gem testing in- 
struments loaned by members of the committee in charge. 
Cards explaining the operation of each were attached. 

The cooperating firms, all Registered Jewelers of the 
Gemological Institute, took the view that whatever would 
stimulate interest in fine jewelry would benefit them all, 
and that together they could do more to stimulate that 
interest than any one could do alone. The names of all 
four firms appeared on the invitations and each partici- 
pated equally in promoting and managing the event. 

The committee in charge was composed of John Ken- 
nard of Hodgson, Kennard & Co.; Henry P. Stevenson of 
Thomas Long Co.; Samuel J. Tyack of Shreve, Crump & 
Low Co., and Frank Libbey of Smith-Patterson Co. 





Albany Area for Licensing 
Troy, N. Y.—The Albany District Horological Guild 
at its October meeting at the Hendrick Hudson Hotel 
approved a watchmaker licensing bill. 
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SELECTIONS SUBMITTED for 
_ your IMMEDIATE REQUIREMENTS 
Please Quote Price Range When Ordering. 


A COMPLETE LINE MOUNTED OR LOOSE 


| Permanently Guaranteed Sys Ci Ke 


65 Nassau Street, New Yorn 
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Call on us 
for the unusual sine 


Fine diamond mounted jewelry... 
newest designs ... obtained by 
fortunate purchases...Now avail- 
able to responsible accounts on 
consignment ... To supply your 
requirements on special calls. 
e e co 
Bracelets...Clips...Rings...Brooches 
...Watches...Charms...Necklaces 
...Tiaras...Precious Stones, Loose 


or Mounted... 


PHONE...WRITE... 
WIRE... 


W138] 


RAYMOND ABRAHAMS 


551 FIFTH AVENUE 
PHONES: VANDERBILT 3-0457-8 NEW YORK CITY 


a 


Spotlight — * Clasp 


Focal point of the incomparable beauty of 
a fine pearl necklace is the clasp. That is why 
it must be a Schicksnap, and preferably one 
of the exquisite, mew diamond SCHICKSNAPS. 


In gold and platinum, priced to retail 
from $5.50 to $250.00 


HARRY C. SCHICK, INC. 


Manufacturers of 


chick snaps 


and other fine jewelry 





Factory and Main Office: Newark, New Jersey 
New York Showroom: 347 Fifth Avenue 


Providence -» Chicago . San Francisco 
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The Bracelet— Then and Now 


by JOSEPH DANFORTH LITTLE 


the present rage for bracelets 
calls to mind an extremely ancient form of personal 
adornment and one that has never entirely disappeared 
from fashion at any period. The history of the bracelet 
is carried back to the most remote times by knights and 
warriors, chieftains and kings. 

Of all relics of barbarism descending through the ages 
to modern use, none shows less essential change than the 
bracelet. ‘The bracelets that were worn by the women 
of the Pharaohs and the women of Greece and Rome 
and the bracelet of the modern debutante, at her “coming 
out” dance, are much alike in gereral outline and design, 








Greek jewelry, 2300 years old, acquired by the Metropolitan Museum 

—gold and crystal bracelets with ram’s head finials made of gold, 

emeraid ring, earrings and four brooches. Bracelets like these 
would be chic today. 


the main difference being in respect of ornamentation. 
“Armlets” was the original name for what we now call 
bracelets. They were kept on the arm by compression 
only. Later they were fastened with a rough imitation 
of a hook and eye. Two serpents’ heads meeting was a 
common pattern of this kind. 

Prehistoric maidens used to enhance their charms with 
bracelets and armlets of berries and beads or perforated 
stones, to be replaced later by bronze and gold. Their 
successors of Egypt wore bracelets of plain or enameled 
metal. Specimens of these may be seen in the wonderful 
Egyptian collection in the Metropolitan Museum of Art 
in New York City. Women of the Hebrew race from 
the earliest ages adorned their wrists with jewels of 
chased bronze or gold. 

As compared to rings and earrings, specimens of old 
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JACQUES BIENENFELD 


INCORPORATED 
9 Rockefeller Plaza IN cham dela 4 


BAHREIN - PERSIAN GULF 


PARIS - FRANCE BOMBAY - INDIA 














* By Lampl 


we 


yer” 


CIGARETTE- 
COMPACT 
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* This smart, new case (U. S. Patents 2,085,502 and 
2,117,671) has been designed expressly for the jeweler— 
not sold to drug stores. ... Above is an illustration of the 
"Versatelle’’ compact, opened. Notice the comb secreted 
in base. 2 rouges. Leakproof powder compartment. Sec- 
tion, under the swing mirror, stores full supply of ciga- 
rettes. Compact, convenient—yet amazingly light in 
weight. Wide choice of exquisite designs. In the Enchan- 
taire Series. 





—HOLIDAY SALES LEADERS 








GOLD 
FASHION 
ORNAMENTS 





* Elegant New Fashion Ornaments—in Solid Gold and 
embellished with precious stones... . Also a selection of 
Sterling Silver costume creations—in the Danish influence. 
These, too, are studded w'th genuine stones of the mode. 








CHARMS 
of UNUSUAL 
DESIGN 


* Newest and Smartest in Gold or Silver charms of all 
descriptions—to appeal to all tastes... . Some humorous, 
some mechanical, some sentimental—all exquisitely made. 


WRITE FOR NEW 17 PAGE PORTFOLIO SHOWING 
COMPLETE SELECTIONS OF LAMPL CHARMS. 


Walter Lampl 


“Creators of the Unusual—As Usual” 
Reg. No. 13280 


20 West 47th Street @ New York 
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bracelets are comparatively few, but fortunately what 
we lack in concrete examples is supplied by early ‘paint- 
ings, sculpture, inventories and records. The first brace- 
lets that we find represented in Egyptian wall paintings 
by wide bands of red and blue were worn on both wrists 
and upper arms, in sets of four. With these paintings 
and a few actual specimens, we are enabled to know in- 
timately the bracelets of the early Egyptians. 

The bracelet in ancient times was, like the ring, fre- 
quently a sign of slavery. Gold bracelets were used by 
both sexes among the Israelites and the Old Testament 
has many allusions to them. When Saul fe!! upon his 
sword, a warrior took from him the bracelets with which 
his arms were covered and both men and women offered 
their bracelets for the construction of the ‘Tabernacle. 
One of the earliest records of these articles of adornment 
is in the biblical passage which gives a list of the orna- 


Metropolitan Museum photos 
Egyptian jewelry of the XII Dynasty at the 
Metropolitan Museum, New York 


ments which Abraham’s servant Eliezer gave Rebekah 
as a present from Isaac. In it two bracelets are men- 
tioned among other things. In these very ancient times 
it was the custom of men as well as women to wear 
bracelets and there is in the museum at Leyden a bracelet 
an inch and a half wide, made of pure gold and bearing 
the name of Thothmes III who lived nearly four thou- 
sand years ago. 

At the end of the sixth century the fashion of wearing 
armlets and bracelets seems to have disappeared from 
fashion, due largely to a transition in style of dress. 
Sleeves were most elaborate and extended over the hand 
to the knuckles, making the bracelet superfluous. Not 
until about the fourteenth century did the bracelet return 
to general favor and then it seems to have been worn 
first by knights, who used it as a secret pledge of loyalty 
to the ladies of their affection, but in the fifteenth cen- 
tury it was renewed and by the sixteenth century it had 
attained unusual splendor. 

Probably the oldest bracelets in existence are those dis- 
covered by Prof. Petrie at Abydos a few years ago. They 
were on the arm of the mummy of Tela, wife of King 
Zer of the first Egyptian dynasty, who reigned 4700 years 
before the time of Christ. These bracelets, composed of 
amethysts, turquoise, gold beads and twisted gold coils, 
are almost parallels of those which may be seen today 
in the windows of many of our finer jewelry stores. 

In mediaeval times, before the advent of Benvenuto 
Cellini, bracelets were simple both in form and design and 
were of little intrinsic value. But the graceful elegance 
of the trinkets made by Cellini and their exquisite work- 
manship changed them forever. 

Taste in jewelry changes almost as much as taste in 
dress; but of late years it appears there is a decided liking 
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for barbaric ornament and in many cases it is marvelously 


becoming. ; ; ; 

Perhaps the finest bracelets in existence were a pair 
in the regalia of the mogul emperors of India. ‘hey were 
set with diamonds of unrivaled beauty and were of fabu- 


lous worth. 





Stars of the Northern Sky Created in Diamonds 
by Birks-Ellis-Ryrie for Canadian 
National Exhibition Visitors 

Toronto—One of the most magnificent displays at the 
recent Canadian National Exhibition here consisted of 
$200,000 worth of diamonds set into a likeness of the 
heavens, by Birks-Ellis-Ryrie, Ltd. The Milky Way glit- 
tered on an earth continually revolving on its axis. 

The center section showing the domed sky was about 
six feet in diameter and three feet in depth. It revolved 


BIRKS- 
ELLIS. 
RYRIE 





Close-ups on the diamonds in the simulated heaven were pro- 
vided by two spotting scopes. 


very slowly, operated by a series of gears, and was made 
of wood covered with papier-mache, and this again cov- 
ered with blue flock. 

Ten thousand and sixty-six diamonds were painstak- 
ingly mounted on the flock, two full days and nights being 


required for this task, which was supervised by Professor | 


Millman of Dunlop Observatory so that the diamond- 
studded constellations were in the correct positions. The 
very small diamonds were placed on the blue fabric and 
spread with lacquer to hold them; these were left on the 
dome overnight during the exhibition. 

The larger stones were mounted in simple mountings, 
and were removed each night and placed in a burglar- 
proof safe. 

A steel picket fence was set up for the protection of the 
exhibit. To enable visitors to obtain a close-up view of 
the stars in the northern sky in diamonds, two Bausch & 
Lomb prismatic spotting scopes, affording magnifications 
up to 36.5 X, were set up on the steel fence, nine feet from 
the display. 

The crowds around the exhibit were so large and the 
interest so intense that one of the scopes was torn from 
its steel tripod. 
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THIS IS THE SEASON OF GREATEST OPPORTUNITY TO SELL MATCHING PIECEs, 
PLACE-SETTINGS AND HOLLOWWARE TO PAST, PRESENT AND POTENTIAL OWNERS 


OF 
Cash in on T Anticipate 
our 22 page demand 
Fall for this 
Campaign ° best-known 
in Class Silverware. 
Magazines! i 1 Stock-up! 


‘Ss 
GOVERNOR 












gE MARIE S32) pide» 
ROSE sa Le nth OUR NEW 


UR 
rth ni NOCTURNE 


GREENBRIER 


HERE ARE & WAYS 
TO DO SOMETHING 
ABOUT IT . . ACT NOW! 


| Send us the names of all owners to whom you have ever sold 
Gorham Sterling patterns —- Do it today! 





2 Advertise Gorham merchandise using the FREE newspaper mats 
we provide to support our 22-page national Fall advertising 
campaign. Write for spoon mats to complete new Guild mats. 


3 Display Gorham silver on your counters and in your windows. 
W rite for FREE travelling displays. 


4 Utilize all the FREE stuffers and other literature, imprinted with 
your name, in your monthly statements. 


Use the various Gorham Plate, Ecclesiastical, Tea Service catalogs 
and brochures as counter references. 


Advertise, promote and talk Gorham consistently at your point- 


of-sale for it will build confidence, prestige. goodwill and _profit- 
PLACE-SETTING il ait PLACE-SETTING 


62 6 THE GORHAM COMPANY ~*~” 


PROVIDENCE, RHODE ISLAND 
America’s Leading Silversmiths Since 1831 


17 MAIDEN LANE, NEW YORK e¢ 1226 MERCHANDISE MART, CHICAGO ¢ 140 GEARY STREET, SAN FRANCISCO 
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"Samples Up Silver Sales 50% 


Helping Brides Choose Their Patterns, George C. Davidson Co., Los 
Angeles, Loans Each Up to Half a Dozen Knives, Forks or Spoons; 


Customers Appreciate This Service; No Samples Lost in Three Years 


by LUCIUS S. FLINT 


Outside follow-up work 


and the loaning of samples to brides are the important 
factors in a merchandising program which in the last 
three years has increased silver business more than 50 
per cent for the George C. Davidson Co., jewelers at 
Los Angeles, Calif. 

Until about three years ago, this company hadn’t taken 
any great interest in silver. An average stock was handled 
and an average volume of silver business was done but 
no intensive merchandising effort was put behind the 
line. On becoming convinced that silver merchandising 
really offered good opportunities, the management cast 
around for a plan that would build up quality business 
without heavy advertising expense. The firm had a large 
backlog of old jewelry customers, so cultivation of their 
silver business seemed the logical answer. 

The first thing to do was to let people coming into the 
store to buy jewelry know that the silver department 
was being expanded. This was accomplished through 
windows and placement of a dramatized silver display 
in the jewelry department, together with suggestive sell- 
ing work among all customers. The silver case is toward 
the back—placed to draw traffic toward the separate 
silver department, yet in full view of customers in any 
part of the store. Attractive hollowware pieces are 
shown on pink and blue satin throws and complete flat- 
ware sets are shown in plush-lined sets. 

The silver department proper is housed in a comfort- 
able room of its own at the very back of the store. Glass 
showcases—full length—on either side of a center en- 
trance to the silver room form partitions which assure 
the silver customer of an unusual amount of privacy and 
still give a good view of the department from the front 
of the store. Comfortable chairs and low tables provide 
real comfort for the silver customer. Experience showed 
that it is much easier for a customer to make up her 
mind regarding a pattern when she is comfortably seated 
in a private room than when she is out on the floor amid 
all kinds of confusion. 

Incidentally, two of the wall cases in the silver depart- 
ment are devoted to displays of fine crystal. It was found 
that nearly every bride is almost as good a prospect for 
crystal as for silver. The line is one that fits in nicely 
with the jewelry business and that greatly increases the 
size of the average sale. In this merchandise, as in silver, 
the Davidson company makes a strong effort to get a 
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pattern started for the bride, even though the original 
sale is very small. 

With these facilities as a foundation, the company set 
about on its cultivation program. The newspapers were 
watched for announcements so that whenever a pros- 
pective bride or her mother came into the store for other 
purposes, the clerks would have her in mind as a silver 
prospect and be sure to mention the line. In cases where 
the management learned that a girl was to be married 
and happened to know her mother well, the mother would 
be contacted by telephone or in person. 

Those factors soon began to draw new silver business. 
And, from that point on, the method of handling this 
trade has meant a constantly growing volume. When a 
girl once looks at silver in this store, she usually gets a 
pattern started—and immediately. 

In case she’s unable to make up her mind in the store 
or wants to consult other members of her family, she is 
invited to take along several samples—without a deposit. 
If she thinks she may decide on any one of a half dozen 
patterns, she’s given as many knives or forks in those 
patterns. The decision as to whether the samples should 
be let out is based entirely on the management’s impres- 
sion of the customer. Yet, in three years, not a single 
sample has been lost. 

“The danger of loss is almost nil,” says G. F. David- 
son, president of the company. “The value of a few sil- 
ver samples isn’t great enough to make even a dishonest 
person care to take them. And, the average customer 
appreciates the service so much that she hastens to get 
them back. I don’t know of any other one thing that has 
helped our silver business as much as this sample idea. 

“We feel that the whole secret of getting silver busi- 
ness is to get patterns started, even though the original 
purchase involves nothing more than a coffee spoon. 
After that, relatives and friends will do the rest. And, 
with leading brands being carried in a great many places, 
service is the thing that counts.” 

Should the customer fail to take out the samples offered 
or to make a decision in the store, her name is chalked 
up for a personal follow-up call. Within about five days 
after her visit to the store, she is contacted at her home 
by a company representative who carries a sample case 
containing samples in a complete variety of patterns. 
Usually the one follow-up call is all that’s required. But. 

(Please turn to page 79) 
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R. WALLACE « SONS 


WALLINGFORD 
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THE 


Serv-U-Chest 


AN EXCLUSIVE FEATURE 





© Well displayed is half sold... and chests right out on the 


customer’s side of the counter are certain to arrest attention. 


® You don't have to “tote” these displayed sets back at the 
end of the day either... The seven easy sliding drawers 


provide ample storage space. 


© The Sery-0-Chest is solid steel .. . finished in harmonizing 


wood tone decorative lacquer. 


Sell more sets of Wallace Silverplate... Ask your re- 


presentative for our very liberal offer... or write today. 


MEG. COMPANY <sitversmins 


CONNECTICUT 


SAN FRANCISCO, 140 GEARY ST. + LOS ANGELES, 811 W. 7th ST. + This Business Founded 103 Years 
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Daylight Keynotes ‘Store 








in the new location. 


Eenbodving the latest advances 
in the sciences of lighting, display, and construction with 
the finest of appointments and decoration, the new estab- 
lishment of Marcus & Co., at 681 Fifth Ave., New York, 
occupied Oct. 10, is one of the most handsome jewelry 
salons in this continent. 

While expressive of the world of tomorrow in its mo- 
dernity, the new establishment was designed with restraint 
so that it still retains the feeling of the still handsome store 
just vacated at 679 Fifth Ave. 

The problem of how to retain the value of natural day- 
light, and at the same time present a warm, friendly store 


@ Light pervades every corner of this thoughtfully-designed es- 
tablishment. To the rear of the watch, clock and stationery 
departments can be seen the huge vault door. Clerical offices are 
located on the mezzanine behind the curved Louvrex glass 





@ The first two intimate windows with Invisible glass in America, which make 
Marcus’ Fifth Avenue displays outstanding, flank a larger Invisible glass window 


of Tomorrow’ 


@ A broad expanse of double-glazed Louvrex 
glass affords daylight to the interior of the 
new Marcus G Co. salon. This light is 
especially beneficial to the two private con- 
sultation rooms. Note handsome stairway. 






front, was solved by installing a 10 by 20 ft. window on 
the facade which is double glazed with louvrex glass, a 
new rolled pattern with a fluted effect every 2 in. Day- 
light is diffused through the louvrex glass to the major 
portion of the store. 

A second problem was to determine, as daylight failed, 
how to provide an artificial illumination that would closest 
approximate daylight value. “Daylight” has been achieved 
in three different ways. The main showroom is illuminated 
with fixtures which produce a soft diffused light of day- 
light quality. The private salesrooms have as additional 
equipment special carbon dioxide lamps which produce 
light that is technically recognized as the nearest approach 
to standard north sky light. Under the mezzanine, fixtures 
containing new fluorescent “cold light” tubes are installed 
in special recessed luminairies. —The wattage consumption 
is one-tenth of that previously required for the production 
of this quality of light. 

In addition to the use of louvrex glass in the facade 
of the building, it has been incorporated into the interior 
design. Sectioning off two private sales offices, it offers 
privacy without diminishing valuable light in the main 
showroom. The louvrex glass is used to form a curve of 
the mezzanine wall. Here its installation permits the 
filtering of daylight through to the clerical offices located 
on the mezzanine. 

In order that maximum daylight might be reflected 
throughout the selling areas of the store, color tones of 
flat paint that would guarantee maximum light-reflection 
values were employed. White, gray, gray mauve and ice 
blue in their light values contribute to the appearance of 
general brightness in the entire store. 

Vanity table arrangements located in the main show- 

(Please turn to page 81) 
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New MANCHESTER 
STERLING PATTERNS 


feature 
MATCHING HOLLOWWARE 






The popularity of Manchester Sterling in- 
creases with the addition of new hollowware 
which matches the latest in the line of 
21 open stock flatware patterns. These new 
items share the strong claims to “value lead- 
ership” made by the entire Manchester line. 
They are produced in a plant notable for 
equipment and efficiency, on a standardized 
production schedule which permits a price 
range that meets with the approval of the 
keenest merchandisers in the industry. The 
story of Manchester Sterling is being told 
currently through the advertising pages of 
leading national magazines, reaching over 


2,500,000 families. 


MANCHESTER 
SILVER CO. 


PROVIDENCE, R.I. 


* * * * * 





Gad 
adroonette Copenhagen 


May we send you latest litera- 
ture and direct our territorial 
representative to call at your 
store? 
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@ The “Yachtsman,” nautically minded 

Warren Telechron clock, strikes ship’s 

bells instead of hours. In brown mahog- 
any tambour design, $17.50. 





@ Casco 75, electric safety razor made 
by Casco Products Corp, is a rotary type 
shaver with a brush-type motor that 
drives the shearing blades at a speed of 
4500 revolutions a minute. $10. 





@ Bachelor, a new self-starting Westclox 

electric alarm with a current interruption 

signal, has a blue and gold case and a 
red sweep second hand. $3.95. 


recrnre & ww s 


i 
' 
i 





@ Authentic miniature reproductions of 
the “Paul Revere” bowl and pitcher, this 
new sterling sugar and cream set by Reed 


& Barton retails for $16.50. 


heyre 


- 








ew! 


@ Products-from-Sweden,_ Inc., offers 
gifts for sportsmen: flying bird glasses, 
$36 a dozen; decanter with Diana decor, 
$10, and game fish glasses, $48 a dozen. 


@ Here’s the new Gillette dry shaver, 
with double-action cutting head, four- 
way beard pick-up, sturdy, all-steel trav- 
eling case, and unbreakable mirror. 


@ Mayfair, bracelet and brooch ensemble 
in the modern manner equipped with 
safety catch, 14 K. red and green gold. 
Harry C. Schick, Inc. 
1 
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$20. 


Retails for about 


@ Oscar Bach created these fruit forms 

for Bach Products, Inc., in several an- 

tique finishes, equipped with salt and 

pepper, condiment jar or inkwell. Pear 
or apple, $15 each. 





@ Chelsea goes distinctly modern in the 

Aristocrat, of solid cast bronze case with 

chrome trim. Combines Chelsea 8-day 

non-striking movement and _ Holosteric 
barometer. $85. 





@ Everedy Co.’s 6-way hostess set, con- 


sisting of dish and cover, usable as cas- 
serole, centerpiece or salad bowl, tray 
usable as cheese or sandwich server, and 


“porcupine” for tid-bits. 
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New Homes Need Silver 
(From page 38) 


a class that, until this law was passed, had received no 
assistance from a government that was distributing lar- 
gesse lavishly in other directions. 

Here is a tremendous market for the retail jeweler, 
for in addition to the direct demand created by a vast 
building program which this law supports, there will be 
an associated interest in proper tableware aroused by the 
revived interest in architecture, home decoration and 
period design in the higher income groups. 

The second government aid, the Wagner-Steagall Act, 
carries an appropriation of $500,000,000 to be spent or 
allotted before July 1, 1940. Of this amount, $100,- 
000,000 was to have been disposed of before July 1 of 
the current year and the balance in the two years fol- 
lowing, at the rate of $200,000,000 a year. 

Although the deadline for the first year’s appropriation 
has already passed, practically nothing has been spent 
thus far of the $117,000,000 the law was expected to 
pour into the building trades. The money has been ap- 
propriated and, for the most part, allotted to local hous- 
ing authorities, but very little actual work has been com- 
pleted and the bulk of the appropriation still remains to 
be spent. 

This means that within the next two years or more, a 
minimum of $500,000,000 will be spent in the building 
trades as a direct result of Federal legislation already 
adopted. 

Here is a vast’ silver market awaiting only full and 
proper exploitation by local merchants. But there is an- 
other, and equally fertile field created for the retail 
jeweler by this same Wagner-Steagall Act. 

In addition to a direct sum paid for labor involved, 
there will be another, somewhat smaller sum, that will 
be paid to the men who make the materials that are to 
go into this vast housing scheme. Inconsiderable though 
this may seem at first glance, it may prove to be an 
important source of consumer purchasing power in the 
near future. The government’s hope is that the pros- 
perity created by fulfilling the provisions of the Wagner- 
Steagall Act will provide the means and the initiative 
necessary for additional private building, and that the 
successive piling up of purchasing power will act in the 
manner of a snowball rolling downhill. 

The jeweler is likely to profit from this reawakened 
interest only if he makes the proper effort to capitalize 
on it. His position is as favorable as that of other mer- 
chants who are competing for the same consumer dollar, 
but his responsibility is immeasurably greater, for the 
retail purchaser looks to the jeweler where merchandise 
of quality and taste are concerned. 

With consumer education what it is today, thanks to 
Magazines, newspapers, radio, and motion pictures, the 
woman-who-buys comes into a store prepared to get not 
only the thing she likes at the price she can pay, but also 
the thing that is correct. She is subjected to education 
about ‘‘the right accessory for the right setting” on every 
hand, and she should be able to turn to the jeweler for 
the final authoritative word on the subject. 

It is probably safe to say that in the buying boom that 
lies ahead, the average retail jeweler will encounter rela- 
tively little purchasing of the haphazard and indiscrimi- 
nate nature that characterized the 1929 prosperity. He 
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: i. exquisite Chippendale 


tray — exemplifying the authentic 
design and painstaking craftsmanship 
which distinguish each piece of 
"Sterling by ELLMORE" —will meet 
the standards of the most discrim- 
inating clientele. Write TODAY for 
your copy of the ELLMORE catalog 
which describes and illustrates truly 
outstanding values in sterling—ster- 
ling of highest quality which, due to 
unusual production and merchandis- 
ing economies, is made available at 
prices amazingly lower than those to 
which you have been accustomed. 


THE ELLMORE SILVER CO. 
Department J—Meriden, Conn. 
New York: 347 Fifth Avenue 

San Francisco: 830 Market Street 


CHIPPENDALE TRAY 


No. 1868 Dia. 8 inches 
*Price $14.20 

No. 1860 Dia. 10 inches 
*Price $24.00 

No. 1862 Dia. 12 inches 
*Price $40.00 

No. 1864 Dia. 14 inches 
*Price $51.60 

No. 1866 Dia. 16 inches 
*Price $72.00 
Chippendale Sandwich 
Plates and Bowls avail- 
able at same prices. 


* Keystone 
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HONESTY is nota virtue 


a 


is good business! 


FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry trade with 
purest and finest PLATINUM, Irid-Plati- 
num, and Gold obtainable. 


FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweeps 


and Scrap Gold. 


COOPER’S POLICY of fairness and ac- 


curacy continues unchanged .. . always 


making new friends. 





JOSEPH B. 


CooPER & SON 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N.Y. 


Our Reputation Is Our Success 








will be looked upon more as a guide and a mentor than 
as a mere purveyor of a commodity which happens to be 
in demand at the moment. For this reason, it is up to 
him to prepare himself for an era of selective buying 
that will be very closely related to the architectural types 
dominating the building of homes up to and including 
the $20,000 class. 

There are three basic architectural types predominat- 
ing in the American scene, and each has its formal and 
informal manifestations. In the informal type we have 
the early American or colonial, the English Tudor and 
French provincial, and the more or less boxy low cost 
and very often prefabricated modern. In the formal 
types we have the Georgian or 18th century American, 
the Regency, and the highly formalized custom built 
modern. 

Considering the modern informal and formal examples 
as one, here are five types or variations of architectural 
patterns which will dominate the American scene for the 
next two years. Not to the exclusion of other styles, 
perhaps, but to a sufficient extent to simplify the ordi- 
narily complex questions of inventory, display, promotion 
and schooling of sales personnel. 

With these five basic period types as a nucleus, the 
jeweler can build a selling approach to be used for coun- 
ter, advertising, and window display. Salespeople should 
be prepared to provide the purchaser with the correct 
design in silver or related wares for the specific period 
type of home into which a purchase will go. And whether 
the customer is buying for personal gift or use, she is 
fairly sure to need authoritative advice as to pattern and 
value. 

Within the five basic period types the customer may 
still have a wide range of choice among appropriate de- 
signs. Thanks to the vast range of distinguished patterns 
now made available by silverware manufacturers, it is a 
simple matter to select anywhere from three to seven 
designs for each of the period types. 

Having determined the type of home into which the 
silver will go, the salesman can then say to the customer, 
“For that type of background you will find one of these 
designs entirely appropriate.” To illustrate this type 
selection, some of the existing silverware patterns are 
grouped here according to_the period type into which they 
would correctly fall. 

A second theme that lends itself to dramatization as 
an offshoot of the housing boom is that of increased 
entertaining. More people will be in homes of their 
own, more people in homes that are new. The jeweler 
can appeal not only to this actual group, but also to 
others, by stressing the “‘return to gracious living” theme. 
People in new surroundings will want more fine things 
about them. They will need extra serving appurtenances. 
And their friends will not be outdone. If they have no 
new house, at least they can have new accessories. 

This is a very human theme, and one that gives the 
jeweler a real opportunity to use showmanship. With 
the general release of money as a result of government 
spending on housing, there will be a great scramble for 
the consumer dollars. In perfect keeping with the tra- 
dition of dignity that the jeweler has always properly 
maintained, he can still draw his share of this purchasing 
power by taking advantage of these selling themes— 
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period accessories for the popular architectural types, and 
fine new things for fine new backgrounds. 

He can do this in various specific ways. Watch build- 
ing permits and real estate transfers, and appeal directly 
to these prospective customers with forceful direct mail. 
Create eye-getting window displays that dramatize the 
tie-up between architectural types and silver patterns. 
Prepare counter displays that repeat the two consumer- 
effective themes of architectural period design and in- 
creased entertaining. Use leaflets that present these 
themes for mailing not only to new home-builders, but 
also to people living in new houses of the better type. Such 
lists are available locally. 

The alert jeweler will wisely anticipate the demand 
that can be made to arise from a widespread housing 
program in his buying area. He will stimulate customer 
interest in the specific merchandise that he has to offer. 

By using showmanship to direct his selling efforts 
along the lines indicated by the approaching trends, the 
jeweler can turn to his own advantage to government- 
fostered spending of huge sums, both public and private, 
in the housing field. 





“Samples” Up Silver Sales 
(From page 71) 


if two or three are necessary, the salesman makes them. 

Every silver sale—even if it’s only a single spoon—is 
recorded in a special ledger kept at the silver desk. This 
record shows the name and address of the customer, 
what she has bought and the name of her pattern. The 
customer is advised of this service and shown how, by 
mentioning the Davidson store to her friends, she can 
be sure of getting gift silver in the proper pattern and 
of avoiding duplications. A whole page for each customer 
is kept in the ledger so that gift purchases can be listed 
as they are made. 

Every customer record is kept in this book as long as 
the pattern is active. After the first year or two, when 
the entire set has been filled in, the information is trans- 
ferred to an inactive card file. Even that “dead” file 
means a certain amount of business over a period of time 
—mainly on replacements of lost pieces. 

Due largely to the service given on silver, this com- 
pany has been able to build more than 95 per cent of its 
total volume in Sterling. ‘That means not only addi- 
tional profits but also a greater volume of repeat business, 
according to Mr. Davidson. 

“While we carry good plated ware and sell it when 
necessary, we feel that the smart thing to do is concen- 
trate on Sterling,” says Mr. Davidson. ‘And, that means 
careful, well planned selling plus plenty of service. 

“Some jewelers make a mistake in trying to get the 
bride herself to buy too many pieces at one time and in 
requiring her to pay for it too quickly. Although we’re 
not primarily a credit house, we extend 10-month terms 
on silver. And, we urge the bride to buy within her 
Means in starting a pattern, leaving it to be filled out 
by friends and her own later purchases. 

“As a result, we have no trouble selling Sterling. 
Most people know they would like Sterling without being 
told. The problem of paying for it is the only thing that 
holds them back. Having taken care of that, we get the 
Sterling business. And, certainly, it’s the most desirable 
kind of silver business to have.” 
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No other 
wrist watch.. 


% No other small wrist watch 
has ever obtained the Kew “A” 
Certificate ... 


¥% No other wrist watch holds 
the Kew “A” Certificate with 
higher marks than Rolex . . . 


% No other wrist watch holds 
Kew Certificates for all sizes 
from the smallest upwards .. . 





% These are three of the world 
records for wrist watches held 
by Rolex. There are twenty- 
eight more. Unceasing research 
has kept Rolex always a step 
ahead of other wrist watches 
for a quarter of a century and 
more. In 1914 Rolex was the 
first wrist watch to obtain the 
Kew “A” Certificate as stated 
above. In 1938 Rolex is still 
supreme for almost unbeliev- 
able accuracy of timekeeping 
and for beauty of design, with 
thirty-one world records to its 
credit. 


ROLEX 


precision 
WRIST WATCHES 


At Kew Observatory, Rolex officially holds the World Record 
for the greatest precision ever achieved by a wrist watch. 





31 WORLD RECORDS FOR ACCURACY 
STEEL & GOLD CASES ... 17 JEWELS 


SEND TODAY FOR 
SAMPLES AND WINDOW DISPLAY 





Appointed Factory Distributor 


H. I. STOKES 


BEVERLY HILLS, CAL. 


























Compare these refinements carefully — 
|—"BEK" YELLOW GOLD CASES with curved, chromium- 
plated (stainless) backs. 
2—SEVEN - JEWELED MOVEMENTS, temperature - com- 
pensated. 
3—Attractive metal dials with etched numerals. 
4—Fine quality, unbreakable crystals. 


5—Pigskin straps with gold-plated buckles (except for the 
"Duchess,"" which has checkered straps with chromium 
ratchet clasp). 


Ask your jobber to show you the actual watches. 


TH) 







"WALES" (6/0)—Retail, $5.95. Keystone List, $8.16 





(Prices slightly higher on the Pacific Coast) 


Watch Division, 


THE NEW HAVEN CLOCK CO. 
NEW HAVEN, CONN. 























Electric Clocks at Peak 
(From page 50) 
bile, worth $585,937; 444,677 eight-day clocks except 
automobile and chime worth $1,387,430; 20,718 chime 
clocks worth $273,906; and 391,844 automobile clocks 
worth $607,172, besides 7144 other clocks with imported 
movements worth $73,059. 


Production figures for the ten-year period follow: 
ELECTRIC CLOCKS 


No. Value 
87,333 1927 $ 1,621,212 
446,634 1929 5,193,243 
3,797,499 1931 12,904,750 
2,009,098 1933 4,821,884 
2,500,148 1935 7,454,213 
4,269,245 1937 12,651,716 
ALARM CLOCKS, OTHER THAN ELECTRIC 
No. Value 
10,520,317 1927 $13,120,007 
9,462,293 1929 10,765,117 
5,680,537 1931 5,111,068 
6,698,778 1933 5,159,296 
8,385,774 1935 6,906,409 
10,663,361 1937 9,079,257 
CLOCKS, OTHER THAN ALARM & ELECTRIC 
No. Value 
2,403,797 1927 $13,967,131 
2,386,284 1929 9,553,928 
1,179,227 1931 2,375,067 
943,235 1933 1,492,739 
1,813,695 1935 2,754,411 
1,483,708 1937 2,927,504 


British Establish Testing Bureau to Classify Accuracy 
of Watches Sold to Consumers 


LONDON.—Watchmakers of Britain have devised a 
scheme under which a bureau has been established for the 
testing of watches and the granting of certificates to watch 
purchasers who, in future, will know eactly to what stand- 
ard their purchase conforms. 

British horological standards of time-keeping have been 
set up and, for a few extra cents’ outlay, the watch pur- 
chaser can satisfy himself as to the standard of accuracy 
he can expect from his new timepiece. 

According to the method of their construction, watches 
will be classified under three types. The cheaper a watch 
the less reliable its performance over a long period al- 
though its standard of accuracy at the start is high. 
Under the new standards scheme a “class Al” watch can 
be bought with the knowledge that its official test implies 
it will keep time to within 10 seconds, slow or fast, dur- 
ing the 24 hours, and that this standard of accuracy will 
be maintained for many years. 

The purchaser of a “C5” watch—a much lower stand- 
ard article—will be able to find from a test that he can 
expect a variation of some three minutes a day either way 
for a time and that the standard of accuracy will then 
deteriorate steadily. British watchmakers believe this 
testing service for watches will be helpful to the pur- 
chaser and beneficial to sales. 


ALHAMBRA, CALIF.—Henry E. Wellman is celebrating 
his 25th anniversary in a new, ultra-modern store which 
he opened at 28 E. Main St. here Oct. 15. Since estab- 
lishing himself in the jewelry business here in 1913, he 
has changed his location several times, each move being 
to larger quarters. The new store is completely air con- 
ditioned and features the latest in lighting equipment. 
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American Gem Society Guilds and Study Groups 
Launch Fall and Winter Programs 


The various guilds and study groups of the American 
Gem Society in many sections of the country have 
launched into their fall and winter activities. 

Dr. Harry H. Hess and Dr. Alfred J. Snelgrove, both 
of Princeton University, have assumed leadership for the 
remainder of the year of the Newark Study Group, New 
Jersey Guild. At the group meeting Oct. 14 Dr. Snel- 
grove took up his first assignment of the course, covering 
such subjects as the factors affecting the value of gems, 
crystals, crystalline and fine grained crystalline materials, 
amorphous materials, etc. Dr. Hess, at the same session, 
discussed the subject of atomic structure and also demon- 
strated the polarizing microscope. 

The leadership of the New York City Study Group 
has been taken over by Ralph Holmes, assistant to Profes- 
sor Paul Kerr of Columbia University. The first meet- 
ing of this group was held Oct. 20. 

In the absence of Dr. Samuel G. Gordon, instructor 
of the Eastern Pennsylvania Group, who is on an extended 
trip to Europe, Frederick Oldahh, formerly of the Uni- 
versity of Pennsylvania will be in charge of this group’s 
study activities. 

The Los Angeles Study Group of the Southern Cali- 
fornia Guild has resumed its monthly meetings under the 
leadership of David H. Howell, Certified Gemologist. 

Several regional guilds of the society recently elected 
officers at either special or regular meetings held by the 
members. The Central New England Guild meeting in 
Boston, Mass., selected the following officers: President, 
John S. Kennard, Certified Gemologist and Registered 
Jeweler ; vice-president, Henry Stevenson, Certified Gem- 
ologist and Registered Jeweler; Secretary, Ella J. Bird, 
and treasurer, Samuel J. Tyack, Junior Gemologist and 
Registered Jeweler. 

The newly elected officers of the Michigan-Northern 
Ohio Guild are: President, C. G. Broer, Junior Gemolo- 
gist and Registered Jeweler; vice-president, Clarence 
Knorpp, Junior Gemologist and Registered Jeweler and 
secretary, Arthur Schlanderer, Registered Jeweler. At a 
special meeting of the Northern Ohio Guild a program 
of activities for the remainder of the year was mapped out 
and the following officers chosen; President, August 
Simandle; vice-president, Charles Carolyne, Certified 
Gemologist and Registered Jeweler; secretary, William 
Theis, Registered Jeweler, and treasurer, V. E. Chitten- 
den, Registered Jeweler. 


Daylight Keynotes ‘Stone of Tomorrow’ 
(From page 74) 


room permit more comfort to the feminine purchaser. 
Seated at either of these two attractive tables with three- 
fold mirrors and concealed soft lighting, the purchaser 
may see how the ear clips, brooches or necklaces she is 
considering become her. 

Beneath the mezzanine are located the watch 
Stationery sales area and the Economy Corner. 

The present officers of the company, William Elder 
Marcus, Jr., and Capt. Chapin Marcus, grandsons of 
Herman Marcus, have been with the firm continuously 


and 
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since 1906, and both are recognized authorities in the field 
of gems and jewels. 

This move is the fourth made by Marcus & Co., which 
has progressively moved uptown since the firm was estab- 
lished as Starr & Marcus in 1867 at 22 John St., upstairs, 
where the business was in solitaire diamonds and oriental 
pearls. Associated in this enterprise were Herman Mar- 
cus, grandfather of the present principals, and Theodore 
B. Starr, who later founded the firm of Theodore B. Starr, 
Inc. William Elder Marcus and George Elder Marcus, 
the sons of Herman Marcus, received their early training 
there. 

With the dissolution of Starr & Marcus in 1878 the 
late William Elder Marcus, the elder of Herman Marcus’ 
sons, joined with George Jacques in an enterprise at 41 
Union Square, as Jacques & Marcus. In 1894 the firm 
was changed from a partnership to a corporation under 
the name of Marcus & Co. 

These premises were occupied for 21 years until 1899 
when the firm moved to the southwest corner of Fifth 
Ave. and 45th St. In 1933, after 34 years at this loca- 
tion, the firm moved again, to the southeast corner of 


Fifth Ave. and 53rd St. 


Oneida Gains Injunctions Against Alleged 
Fair Trade Law Violators in IIl., N.Y. 

Cuicaco—Injunctions were handed down to four jew- 
elry firms Oct. 25 by Judge Brothers, here, in behalf of 
Oneida Ltd., which charged violation of the Illinois Fair 
Trade Act in the sale of Community Plate and Tudor 
Plate. 

Joseph Hagn Co., 223 W. Madison St., and Emanuel - 
Maltz Co., 5 S. Wabash Ave., consented to permanent 
injunctions being issued immediately, and Tucker-Lowen- 
thal, 5 S. Wabash Ave., and Barnett’s, 57 E. Madision 
St., received temporary injunctions in spite of objections. 

These concerns are not direct customers of Oneida Ltd. 
but, Oneida claims, are nevertheless subject to contracts 
made between Oneida Ltd., its wholesalers and its re- 
tailers. 

The Oneida investigators claimed to have made pur- 
chases at less than established prices at both the wholesale 
store of the Hagn Co., upstairs at 223 W. Madison St., 
and at the retail store at 17 W. Madison St. 

The silver company alleged that while the Maltz Co. 
appeared to be a wholesale establishment with traveling 
salesmen, at least six sales were made to individuals at 
prices lower than they should have been. 

At least six sales below the established prices were made 
by Tucker-Lowenthal, Inc., to individuals, according to 
the information. 

Investigators testified that they made purchases of Com- 
munity Plate at less than prescribed cost by waiting a few 
hours after placing orders at Barnett’s, a retail establish- 
ment. 


Benco Sales Co., 21 Maiden Lane, New York, had an 
injunction filed against it, effective Oct. 10, by Justice 
Thomas F. Noonan, of the Supreme Court of New York. 
A complaint had been filed against this firm by Oneida on 
Jan. 3, and a stipulation had been arranged by its attorney 
to the effect that there would be no more violations of the 
Fair Trade Act. Evidence was allegedly secured against 
the firm and the injunction ensued. 
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@ When Omar Pitman grouped his giftwares into this “gift shop” sales jumped 100 per cent. Formerly, gift merchandise was scattered 
throughout the Big Spring, Texas, jewelry store. 


Segregation Doubled Gift Sales 


by RUEL McDANIEL 


RACTICALLY everything in the jeweler’s stock is, 

or can be made, “gift merchandise.” Yet there are 
certain items that fall more naturally into the category 
of “gifts” that can be spotlighted and sold much more 
readily if segregated into a gift shop, according to the 
experience of Omar Pitman, jeweler, of Big Spring, 
Texas. 

Having operated a complete jewelry store for six 
years, carrying a fairly wide assortment of novelty gift 
merchandise, Mr. Pitman decided that he could increase 
his volume in certain of these lines if he segregated them 
and advertised them primarily as gift goods. 

Last November he lengthened his store, cut off a cor- 
ner at the rear, and called it the Gift Shop. Volume in 
the lines moved to this section picked up immediately, and 
in less than a year has practically doubled, although most 
of these lines already were being carried before the open- 
ing of the special shop. 

However, this great increase has not been solely be- 
cause of the segregation. After setting the merchandise 
apart, Mr. Pitman saw an opportunity to cash in on the 
daily demand for small and medium-priced party and 
birthday gifts. 

Hence he began to advertise the shop, building the 
rest of his store advertising largely around the gift shop. 
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He has a brief daily program on the local radio station; 
and something is said about the Gift Shop each day over 
the air. 

Often some specific novelty item, currently likely to 
be popular, is featured on the program, with an invita- 
tion to women to come in and “browse around”’ in the 
Gift Shop. 

This department is always mentioned in the store’s 
newspaper advertising, with frequently a specific gift 
item suggested. 

“T find that with a special gift shop to talk about,” 
Mr. Pitman points out, “there is a lot more I can say 
about the store as a whole in my advertising. The shop 
serves as a sort of keystone around which to build my 
advertising; and it certainly is bringing a lot more wo- 
men into the store.” 

The shop is so located that a customer can come in 
and look around as long as she wishes without being in 
the way or feeling out of place. If she shows an in- 
clination to look around, she is not approached at all, 
until she finds some item about which she wishes to ask. 

Mr. Pitman uses some direct mail advertising to fea- 
ture the gift shop, with an inclination to use more of this 
type of advertising as he builds a better mailing list. 

He likewise uses the telephone at such times as when 
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he learns that a shower is to be given a prospective bride, 
or a large bridge party is to be held, at which several 
prizes are to be awarded. He calls the hostess and others 
who may be involved in the party, suggests specific gifts, 
and invites the prospects to come to the store and inspect 


the gift department. 


Greeting cards for “off-season” occasions also consti- | 


tute an important part of the Gift Shop stock, although 
the special greeting card display is just outside and in 
front of the gift department proper. This card section 
not only adds profit but attracts people to the Gift Shop. 








by R. H. LESLIE 


@ THE SPODE FILM GETS A BIG HAND 
In use only about five months, the one and a half reel film 


on the manufacturing of Spode china, entitled “Clay, Hands | 
and Fire,” has been shown to more than 20,000 consumers in | 
some 40-odd department stores. Made for Copeland & Thomp- | 


son by Audi-Vision, Inc., under the direction of Mr. Ingram, 
advertising manager, the film is said to be meeting with 
enthusiasm wherever shown. 


@ HOUSEWARES SHOW DATES SET 

The Summer New York Houseware, China and Glassware 
Show will be held from July 10 to 16 at the Hotel Astor 
instead of the Hotel Pennsylvania as heretofore, it was made 
known by Mrs. Flo English, secretary. This decision was ar- 
rived at because the Hotel Pennsylvania management made 
it a rule not to give over any large lot of rooms during the 
World’s Fair. 


@ GIFT MARKET NOTES 

A new ink for writing on porcelain, glass and china has been 
put on the market by the Stewart Research Laboratory of 
Washington, D. C. It comes in black and white. . . Something 
new in brass lamp finishes—A new lacquard golden brass finish 
has come into the market through the efforts of Herman 
Kashins. .. Things are fine in Sweden, according to D. Stanley 
Corcoran, president of J. H. Venon, Inc. 


@ A NEW LINE OF GIFTWARES 

An attractive line of giftwares has been placed upon the 
market by Oscar Bach, Inc., with showrooms in Radio City, 
New York. Mr. Bach, who is a well-known designer of deco- 
rative metal work, has formed this company to manufacture 
and distribute hand-wrought replicas of the many distinctive 
and beautiful art objects in metal originally made as individual 
pieces to the customer's order. The line embraces a wide variety 
of objects, such as trays, candlesticks, bowls, cigarette boxes, 
screens and novelties. Several finishes are available—antique 
gold, antique silver, brass and bronze. Retail prices range from 
$1 to $100, and are subject to the customary discount to the 
retail jeweler. 


@ OPALINE GLASS LAMPS 

Although crystal continues exceedingly important in glass 
lamps, style emphasis goes in this market to opaline glass in 
soft colors, usually decorated. These lamps have found much 
favor with decorators and should be ready sellers in the jewelry 
store. Most styles are designed for the bedroom, although 
many are suitable for the living room. Other glass lamps are 
the revival of classic cut crystal with gold trim. 


@ GLASS CANDLESTICKS AT EVERY PRICE 

Candlesticks in glass are many on the market, but as these 
are found at most any price care should be taken by the jeweler, 
for most of them have been brought out at volume prices and 
will not do for prestige selling. 
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at |8th Street 


LACE FIGURES 





Something quite new and different in 
lace figures 
and unique with us. 


About 50 models in different lace 
patterns to retail at 


$500 to $50. Each 


—some cheaper— 


Large lines of specialties in China and Glass for 
jewelers. Everything in stock for immediate 


delivery. 


PAUL A.STRAUB& CO., Inc. 


105-107 Fifth Avenue 
New York 








@ A large salon is devoted by Bigelow-Kennard Co., Boston to its gift department 
achieved in the grouping. Articles are arranged according to their cost. The walls are tinted a soft green. 





An unusually artistic arrangement has been 


That “Exclusive” Atmosphere 


By R. H. LESLIE 


T is as ridiculous to think of a successful gift mart 

labeled “Just Another Shop” as it would be to find a 

concrete mixer called “Ye Dainty Mechanics Mar- 
vel.” The first cognomen destroys all feeling of original- 
ity, or ‘‘exclusiveness,”’ and so defeats its very purpose. 
Rather no name than a poor one. But effects almost as 
incongruous are frequently the result of the jewelry gift 
shop owner’s unreasoning preference for a name which 
has no reason for existing, and which is more of a draw- 
back than a help. 

A basic means of establishing the desirable psychological 
reaction in the minds of all passersby is that of choosing 
carefully the best name for your gift section and general 
locale of your store, and in making one’s selection to 
remember that a wee bit of snobbishness won’t do a bit 
of harm. Everything about purveying gift wares to the 
public should be surrounded with glamour, romance, 
whimsy and fantasy, to the greatest possible extent, 
whether in the selection of a suitable name for your gift 
section, the arrangement of the interior and window dis- 
plays, the emphasis of the tremendously fascinating origins 
of pottery, glassware, metal work, lamps and miscellane- 
ous objects offered down to the immensely important 
though seemingly small detail of wrapping and subsidiary 
service. 

The fact has been stressed that it is poor policy to ex- 
hibit crowded displays and monotonous repetitions of 
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similar objects ranged in boresome horizontal and vertical 
fashion. A bit of different treatment, a tier here and 
a tower there, will give an immediate return in interest 
for both the customer and you. Another excellent idea 
in adding to the neatness and generally well-bred effect 
of your merchandise is that of eliminating all large and 
unsightly price tags and substituting for these a very 
small label with the price plainly printed, affixed to the 
most inconspicuous portion of each piece, upon the base 
or covered portion, perhaps. No need to worry about the 
customer not discovering it; on the contrary, a deter- 
mined search for the cost figure seems to be the first 
thing that modern bargain hunters and good shoppers 
think of, after being pleased with the appearance of a 
particular piece. 

A hint might be taken from a recent lamp showing fea- 
tured by a prominent Gotham department store, in which 
the display space gives due prominence to each unit, by 
merely using a very few pieces spaciously placed. Five 
lamps appear upon a table, one at each corner, and one 
mounted upon a central raised dais. The ensemble is one 
which attracts immediate attention. From this it must not 
be inferred that an unusually large amount of counter, 
floor or table room is necessary, but the correct utilization 
of whatever facilities each gift section possesses will add 
tremendously to the final sales figures. 

Another jewelry store which is cursed with a row of 
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large columns stretching far down the main floor made 
the best of such a disadvantage and turned it into an actu- 
ally desirable show-place, by the simple process of placing 
a small structure of shelves around the columns in the 
effect of a little secretary at each of the four sides. ‘These 
are made of unfinished wood and are painted and re- 
painted in whatever color scheme happens to be the 
dominant note of the various showings. Thus a bother- 
some puzzle was disposed of and a lot of additional dis- 
play shelves added without cluttering the already well- 
filled portions of the floor. The final vista stretches away 
in long perspective and gives an engaging effect of an 
unusually lengthy aisle enlivened by well-placed and 
interesting bits. Such methods may be successfully adopted 
in almost every seemingly discouraging shop plan, if it is 
remembered that the object is to make these focal points 
doubly attractive, and by every possible means to foster 
the idea of a dignified and important showing. 

The atmosphere of distinction, the feeling of gazing 
upon distinguished offerings, must be engendered in every 
corner of your gift department. There must be no let-up 
in the repetitious “pounding home” of the thought that 
this is a store which numbers the best people in town 
among its clients. The importance of this definitely 
accented attitude cannot be too strongly emphasized— 
make your gift department worthy of a discriminating 
group of customers, and they will come. In making a 
thorough study of all of the contributing factors which 
go to make up the general spirit of your gift department 
in its entirety, it is necessary to consider every detail, 
for frequently the seemingly small habits of placement, 
display or arrangement will have much to do with the 
final effectiveness or lack of originality which pervades 
the store. For instance, it will not do to remake one 
section of the gift department, creating an ensemble of 
modern pieces in one portion, and leaving the remainder 
in a cluttered and utterly unmatched condition. A cer- 
tain jewelry shop which was arranged by a visionary but 
unbusinesslike person who had collected a vast number 
of fine pieces was ruined in its whole effect by an in- 
congruous scattering of small grotesque and amusing 
objects with the more dignified imports. The latter need 
a bit of isolation for their full appreciation. The exclu- 
sive atmosphere which this owner had hoped to impart by 
judicious choice of fine wares had been entirely dispelled 
by an unfortunate clustering together of entirely unre- 
lated things. 

The suggestion to incorporate the “modified high-hat 
as part of your stock-in-trade” is to be strongly recom- 
mended. The necessary thought that it is to evolve a 
sound merchandising policy is common to everyone who 
ever considered a retail store of any sort, and some of 
the most successful pursuers of dollars expended for gifts 
are those who have consciously adopted a somewhat snob- 
bish or at least a slightly supercilious attitude in the fur- 
nishing and stocking of their gift department. To do this 
it is not essential to change one’s mode of decoration 
incessantly, nor to try to make a veritable museum col- 
lection of furniture for a background, especially when 
one is dealing in the smaller and less expensive types of 
merchandise. However, it is a wise jeweler who believes 
that ingenuity and originality are two of the most impor- 
tant and dominant characteristics to be employed in the 
arrangement and final distribution of gift-ware goods. 
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YOUR OPPORTUNITY 


TO CAPITALIZE ON 










eril 
ON CRYSTA 
ww YOU NOW SELL 
people wanting the luxury 
of sterling silver but limit- 
ed to modest expenditures 


NON-TARNISH 


process has opened a new 
period of popularity for 
Sterling on Crystal 










Our sales records show that the most rapidly 
selling pattern is the grape design illustrated here 





Sterling on Glass fits into a very definite place in your 
stock. It fills a price range, appealing to a large. pro- 
portion of your customers. 


WRITE FOR PROFIT-MAKING PROPOSITION 


If this line is not represented in your city, you can step 
up sales this season by writing for our attractive 
proposition. 


SILVER CITY GLASS CO., INC. 


MERIDEN, CONN. 














Three Urns of Beauty and Distinction 


Left: Antique reproduction. Decoration in mulberry with 


gold lines. 914” size: $3.50 pair; 1214” size: $5.00 
pair. 
Middle: Classic modern, designed by Ernest Sohn. Decora- 


tion: Matt gold on white; 15” high, $3.50 pair. 


Right: Covered urn, also by Ernest Sohn. White with 
matt gold trim, 15” high, $6.00 pair. All white, 
$5.00 pair. 


EBELING & REUSS, INC. 


MAIN OFFICE 
PHILADELPHIA 
707 Chestnut St. 


CHICAGO 
L557 Merchandise Mart 


NEW YORK 
225 Sth Ave. 








Spode Pink TOWER 


For generations, the people who have 
bought Spode are the people you would 
like to have as your customers. 


Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC.,206 Fifth Ave., New York 














If a fairly large quantity of a certain type of product has 
been purchased there is no rule which states infallibly 
“You must place almost all of this stock in a conspicuous 
position.” On the contrary, it will be found that the subtly 
suggestive method of placing a unit or two in seemingly 
careless manner is much more likely to produce increased 
interest and resultant sales. 

Wherefore, say the authorities, on the whole it will be 
found better to subjugate the desire to display quantity 
to that which urges the emphasis of quality in small por- 
tions. Precious things have from time immemorial been 
enhanced by the proper settings. Make your gift depart- 
ment a veritable velvet box from which the glowing, 
scintillating, colorful potteries, glassware, metals and 
sundry, stand forth by way of contrast. In cases where 
the preponderant color tone is light, try if possible to 
make a much darker background, and vice versa, since 
the dark objects in turn show up much more lucidly in 
juxtaposition to a light fabric, paper, board or whatever 
material you may choose. This clear outlining of the 
contours, forms, and details of all wares is conducive to 
a feeling of exclusiveness in that they stand out proudly, 
exhibiting their good features to every observer, while 
the reverse feeling is true of the display shelves upon 
which a miscellany of inharmonious objects are thrown 
together, giving a distinct impression of shame-faced ig- 
nominy, with each hiding behind another, and only a few 
gaining the advantage of the foreground. 

To return for a moment to the phrase “high-hatting” 
the public, it must not be understood that this means 
the promotion of any objectionable attitude of pharisaical 
“holier-than-thou” sort, or the cultivation of an unpleas- 
antly superior tone in dealing with customers. Such 
means would surely and rightly defeat any profitable ends, 
and would boomerang upon themselves to create a boy- 
cott, but it does mean that the owner may profitably take 
for granted the high type of intelligence and culture of 
the people with whom he is dealing, and in taking cogni- 
zance of this carry out the idea of appealing to a well- 
educated clientele in every sales motion. For instance, 
in making placards to describe various objects, it is not 
necessary to label a piece of pottery ‘““This was made in 
Italy, at Deruta, a town famous for its ceramics. It will 
be noticed that the colorings are of great brilliance, while 
retaining a softness over all,” et cetera. 

A much more flattering placard would merely say 
“Colorful Deruta pottery, which you probably saw being 
made on your last trip to Italy.” By such means the 
shopper is aware of the pre-supposition of her knowledge 
and affluence, and is also impressed with the fact that the 
people to whom such a shop caters must necessarily be of 
the “haute monde.” It may seem like quibbling to make 
such seemingly small distinction between various man- 
ners of presenting merchandise but the experience of many 
foremost jewelers proves that the difference between a 
shop which makes a large percentage of sales of high 
priced merchandise and that which makes but a few de- 
pends frequently upon methods of this sort. Even if you 
deal mainly in large volume of inexpensive goods, the 
same rule holds true. Improved manufacturing stand- 
ards which make possible the production of reasonably 
priced wares of excellent quality are credited with the 
vast improvement in the taste of the gift-buying masses, 
but praise is equally due to those progressive jewelers 
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who believe in “‘painless’’ sales policies. It is a well- 
known fact that there is just as much, if not more, com- 
petition in the lower cost ranges as there is in the more 
expensive units, and consequently it is even more essential 
that low priced pieces be presented as attractively as pos- 
sible. 

The modern customer has been educated to the idea of 
individualized belongings so thoroughly that it seems 
obvious that to place a conglomerate bunch of wares 
together with no attempt at segregation and dignified 
placement is fatal. -Repetition of designs in various un- 
related pieces is undesirable for neighboring displays, un- 
less they are consciously and purposefully arranged i 
ensemble effect with the attention of the passerby cen- 
tered upon just this feature. A shopper naturally does 
not want to feel that she is buying just the same sort of 
thing that a million other people will have, and the best 
method of silent and convincing argument on this point is 
to show only one or two pieces of each particular kind, 
keeping the reserve stock well out of sight, and incidental- 
ly, thus frequently preserving its freshness and attractive 
appearance. 

It has often been said that true appreciation of a paint- 
ing or a work of art of any kind comes only when some- 
thing is left to the imagination of the observer, thus leav- 
ing a plane of collaboration between beholder and artist 
in the final effect. Each person adds something of him- 
self to that subject which the artist has conceived. The 
same thing is true of good poetry, and the success of any 
picture, any carving, or bit of music cannot be complete 
without a very definite effect upon the listener or looker- 
on. 

This thought may be thoroughly pondered over and 
adapted for use by the jeweler, by the simple process of 
allowing customers to see each outstanding object in occa- 
sional stark, lonely aloofness, which gives the searcher 
an opportunity to make her own interpretation of its 
claim, and thus sell herself. 

The creation of an atmosphere which is conclusive 
to conveying the idea of a high type, chic, fashionable 
jewelry shop is not difficult. It merely involves a bit of 
thought as to the sort of customers the jeweler wishes 
to attract, and what the interest of such people would 
naturally be, or what they should be. Great expense is not 
as necessary as a good sense of color combination, a sense 
of proportion, of contrast in light and shadow. For the 
proper knowledge of such essentials it is not necessary to 
go through an entire course in design although such 
training is of course helpful, but a careful and sincere 
study of shop windows and interiors of the better shops 
in your locality and elsewhere is as good a method as one 
can find of speedily teaching the fingers and the mind to 
evolve similarly good-looking arrangements. 

Perhaps you believe more in the efficacy of the “neigh- 
borhood” spirit in merchandising, and perhaps you are 
saying to yourself this very moment, “A high hat doesn’t 
go with friendliness.” But you’re wrong. It does—it’s 
merely a question of whether you want to make contacts 
with customers on the strength of Junior’s toothache, or 
by means of reminiscences and recollections of trips 
abroad. In addition to improving the general tone of 
sales prices by subtle innuendo the latter method saves 
clever jewelers many a boresome moment! Which do you 
prefer ? 
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A KEY TO PRECIOUS STONES 


by Dr. L. J. Spencer—A basic scientific text and reference book 
dealing with the principles of mineralogy as they apply to 
precious stones. Illustrated with line drawings and halftone 
reproductions. — Price $2.75—Postage Paid 
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A MESSAGE DESERVING THE ATTENTION OF EVERY JEWELRY MANUFACTURER, WHOLESALER AND RETAILER: 





The new Edition of this international organ of advance-fashions for the jewelry industry is now making its appearance. 


It represents an extensive and 


COMPLETE SOURCE OF MODERN DESIGNS AND STYLES FOR THE COMING SEASON FOR EVERY JEWELER 





with many novel ideas and innovations which will form a milestone in the jewelry industry. 


TRANSFORMABLE JEWELRY 


of an unprecedented type and of 
great sales appeal—a practical in- 
novation for the modern woman sure 
to meet with a ready response from 
the trade and public everywhere. 
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CHRISTMAS SEALS 


protect your home and family from tuberculosis 
BUY them from your local tuberculosis association Chestnut & 5éth Sts. 239 West 39th Street 
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DICTIONARY OF GEMS 


Precious and Semi-Precious Stones 
by R. J. Rocers, F.G.A. 


Price $1.50 Postage Paid 


This new book ot all gems gives complete defini- 
tions ot every stone used by jewelers from Achates 
(ancient name and origin of Agate) to Zircon and 
Zonochlorite with their specific gravity, chemical 
composition, crystallographic origin, hardness, re- 


The work is written for the jeweler with tables 
and notes in a form convenient for quick use that 
will give a brief explanation of crystallographic 
origins, some details as to cutting of gems, an ex- 
planation of refractive index, dichroism with 
tables, hardness with tables, specific gravity with 
tables, notes on manufactured gems and birth- 


It is a valuable ready reference list for the retail 
jeweler, manufacturer, importer and lapidary. 
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Jewelers See Golden Opportunity for Needed Legislation, 
With Law-Makers Soon to Convene in All But Five States 





Drives Are On in 19 States 
For Licensing Watchmakers; 
10 Other States May Follow 





With unprecedented enterprise and 
cooperation, jewelers have gone to 
the capitals of their respective states 
in the past couple of years to seek en- 
actment of legislation favorable to the 
trade. 


The impetus probably came with the 
passage of a law regulating the sale of 
second-hand watches in New York State, 
which became operative Sept. 1, 1936. 
In the next year California, Illinois, In- 
diana, Maryland, Delaware and Michi- 
gan followed suit with laws identical or 
very similar to the Empire State law. 

A second major triumph in legislation 
for jewelers and watchmakers was a 
bill sponsored by the Wisconsin Watch- 
makers Association, a United Horological 
Association afhliate, establishing a state 
authority for the examination and licens- 
ing of all practising watchmakers of the 
state, which became law on April 29, 
1937. 

The merits of this law soon loomed 
large to jewelers and watchmakers alike, 
who saw in it the long-sought device to 
curb a host of evil practices in watch 
repairing and the opportunity to elevate 
the standards of this highly skilled trade. 

That watchmaker licensing takes prece- 
dence over second-hand watch regulatory 
measures, in the trade’s mind, this year, 
is revealed by a national survey of pro- 
posed state legislation just completed by 
this journal. 


19 States Seek Licensing 


There are reports from 19 states that 
licensing laws, similar to that of Wiscon- 
sin, will definitely be sought at the legis- 
lative sessions which begin in 43 states 
in or after January, 1939. 

In about 10 other states there is senti- 
ment for such legislation, but either opin- 
ion is not yet well crystallized on the 
subject, or there is opposition from some 
quarter. Definite action may also be taken 
in some of these states before the next 
legislative year draws to an end. 

That jewelers and watchmakers are in 
favor of watchmaker licensing is proved 
conclusively, to judge by a personal 
survey made by Orville R. Hagans, Den- 
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ver, Colo., executive secretary of the 
United Horological Association, during 
his recent tour of 26 states. 

At these meetings, attended by jew- 
elers, jobbers, manufacturers, as well as 
watchmakers, the sentiment was over- 
whelmingly in favor of such state laws. 
Few stated opposition but in many in- 
stances there was a small percentage who 
expressed doubt. 


9 States for 2nd Hand Control 


Nine states in which second-hand bills 
are expected to be introduced at the 1939 
session are Colorado, Massachusetts, New 
Hampshire, New Jersey, North Carolina, 
Oregon, South Carolina, Texas and Wis- 
consin. 

There is also a possibility of such a 
bill being introduced in Arizona, Iowa, 
Missouri, Nebraska, New Mexico, North 
Dakota, Ohio, Oklahoma and Tennessee. 

Lien laws now exist in a great many 
states, and are applicable to the jeweler’s 
needs with greater or less degree, de- 
pending largely on their antiquity. Jew- 
elers in some states, notably Indiana, 
have managed to procure effective laws 
of this nature designed especially to meet 
their specific need. 

In most states auctions are subject only 
to regulation by municipal ordinance, and 
most jewelers have come to consider it a 
purely local problem. Where they have 
been able to work in unity as a local as- 
sociation, jewelers in many cities now 
enjoy relief from the problem which is 
vexing jewelers in cities in which there 
are no restrictions. The matter has been 
satisfactorily controlled by state law in 
some places during recent years. 

Rhode Island and Wisconsin jewelers 
will seek stamping acts such as those in 
force in New York and other states. 
Texas jewelers will make another attempt 
to swing their state in line with the 43 
other states which have fair trade laws. 


State Legislative Plans 


A thumbnail sketch of the legislative 
prospects for 1939 follows: 

ArIzoNA—Both a second-hand watch 
bill and a watchmakers’ licensing bill 
are contemplated in Arizona, where the 
matters have been placed in the hands 
of the legislative committee of the Ari- 
zona R.J.A. The state horological guild 
is also favoring the passage of a licens- 
ing measure. 

ARKANSAS—“These things are all good 
and I would like to see them through, but 
the jewelers of Arkansas are not active,” 
writes Abner L. Russel, Hot Springs, 
Ark., jeweler. 
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9 Legislatures to Be Asked 
For 2nd-Hand Watch Control, 
Coast-to-Coast Survey Shows 





CALIFORNIA—This state enjoys both a 
second-hand watch law and a jewelry 
lien law, both of which were secured 
through the efforts of the California 
R.J.A. There is a possibility of a licens- 
ing bill being introduced at the next ses- 
sion. 

CoLorapo—A_ second-hand watch bill 
and a licensing law will be sponsored at 
the next legislative session by both the 
Master Watchmakers Association of 
Colorado and the Colorado Jewelers As- 
sociation. 

ConNECTICUT—The Connecticut Horo- 
logical Association has prepared a watch- 
makers licensing bill for introduction. 

DELAWARE—“The_ second-hand watch 
law was secured and is being enforced 
by the jewelers of our state,” writes 
Howard R. Collins, Wilmington jeweler. 

FLoripa—G. W. Lawton, secretary of 
the Florida R.J.A., says it is doubtful 
whether second-hand or licensing laws 
will be introduced at the next session, but 
states that another attempt to get a state 
auction law, which failed of passage at 
the last two sessions, will be made. 

GEorGIA—This state has a jewelry lien 
law and an auction control law. No ac- 
tion has been taken to get a second-hand 
or a licensing law. 

IpaHo—Watchmakers of this state are 
understood to be preparing a licensing 
law. 

ILLINOIS—This state has a second-hand 
law, and strong efforts are being made to 
obtain a licensing law by horological 
guilds, the Illinois R.J.A., the Chicago 
Jewelers Guild and the West Side Jew- 
elry Association. A bill of such intent 
passed the state legislature last year but 
was vetoed by Governor Horner. Inter- 
ested jewelers may secure copies of the 
new bill by writing to Joseph F. Schwarz, 
6646 Stony Island Ave., Chicago, IIl. 

‘INDIANA—The Watchmakers Associa- 
tion of Indiana, Inc., has prepared a 
licensing bill for introduction at the 1939 
session. The Indiana R.J.A. is said to 
be undecided as to whether to give its 
endorsement. The state has a second- 
hand watch law which was put into effect 
last year during the Christmas season. 
The Indiana R.J.A. recently secured a 
jewelers lien law which is reported to be 
very beneficial. 

Iowa—The Horological Association of 





Iowa will press for a licensing law mod- 
eled on the Wisconsin law. 

KeEeNnTucky—No session in 1939. 

LouIsIaNA—No session in 1939. 

MaINE—No evidence of any action. 

MaryYLAND—This is one of the states 
which has a second-hand watch law, 
based on the New York law. 

MASSACHUSETTS—Second-hand and _li- 
censing laws will be introduced at the 
next session of the legislature, with the 
backing of the Mass.-R.I. R.J.A., and 
state horological guilds. A licensing bill 
received favorable attention at a 1938 
legislature hearing, but was then put over 
to the 1939 session. 

MICHIGAN—State watchmakers associ- 
ation, affliated with U.H.A., taking steps 
to have watchmakers licensed. 

MINNESOTA—Watchmakers Association 
sponsoring licensing bill. 

MIssIssipPI—No session in 1939. 

MissouRI—Missouri watchmakers are 
reported to be formulating a licensing 
bill for presentation in January. 

MoNTANA—State watchmakers  affili- 
ated with the United Horological Associ- 
ation will definitely have a licensing bill 
presented, it is reported. 

NEBRASKA—The Nebraska Horological 
Association has a bill to license watch- 
makers ready to be presented to the next 
legislature. There is also the possibility 
of a second-hand watch bill. 

NEVADA—Little action along legislative 
lines expected in this state. 

NEw HAMPSHIRE—A start was made 
last year to get a second-hand watch law 
but was short-lived. Another attempt will 
probably be made at the next session, 
according to Mrs. Addie Fiske Goodell, 
New Hampshire R.J.A. secretary. 

NEw JERsEY—A proposed bill, modeled 
after but improving on the New York 
state second-hand watch law, has been 
prepared for introduction by the New 
Jersey R.J.A. 

New Mexico—Hugh M. Huff, Roswell, 
N. M., president of the young New Mex- 
ico R.J.A., is currently making a study 
of laws which might be favorable to 
the trade. 

New YorkK—Both upstate and New 
York City horological groups are prepar- 
ing the way for a watchmaker licensing 
law, which may result at the coming ses- 
sion. New York was the first state to 
regulate the sale of second-hand watches. 

NorTH CAROLINA—There is possibility 
that jewelers and watchmakers will take 
action for either or both a second-hand 
watch law and a licensing law. 

NortH Dakota—Little prospect of any 
trade legislation. 

Oxuto—Sponsored by the Ohio Watch- 
makers Association, a watchmaker licens- 
ing law may be expected at the next 
legislative session. There is also the pos- 
sibility of a second-hand watch law. 

OKLAHOMA—Watchmakers of Okla- 
homa have prepared a licensing bill with 
the assistance of the U.H.A. national 
office. 

OrEGoN—It is reported that both li- 
censing and second-hand laws will be 
presented to the legislature in January. 

PENNSYLVANIA—The Horological Asso- 
ciation of Pennsylvania is trying to se- 
cure trade cooperation in favor of a state 
licensing measure, according to J. Philips 
Sommer, Pittsburgh, secretary. 

RHE IsLAND—A licensing law is in 
prospect in Rhode Island, such a bill 
having the backing of the Horological 
Association of Rhode Island. This state 
has a well enforced lien law pertaining 
specifically to the jewelry trade, and the 








state is now entirely free of jewelry auc- 
tions, thanks to such. 

SouTH CAROLINA—The South Carolina 
R.J.A. will work for a second-hand watch 
law at the forthcoming session of the 


legislature. 
SouTH DakKoTA—No report. 
TENNESSEE—The Tennessee Watch- 


makers & Jewelers Association has ap- 
proved a proposed bill licensing watch- 
makers to be introduced in January. A 
second-hand watch law may possibly be 
introduced later. 

Texas—The Texas R.J.A. and the 
Texas watchmakers are sponsoring a li- 
censing bill. A second-hand watch: bill 
is also favored by the jewelers, who are 
also working for a Fair Trade law in 
Texas, which is one of the five states 
now without such a law. 

UtaH—No unified efforts for such legis- 
lation reported. 

VirGINIA—No session in 1939. 

WaASHINGTON—Watchmakers preparing 
bill for state licensing. 

West VirGiIn1ia—No session in 1939. 

WIsconsIN—Wisconsin jewelers, hav- 
ing the first watchmaker licensing law, 
will devote their efforts this next year to 
securing a second-hand watch law, of 
the same nature as one defeated in the 
1937 legislature, and a platinum stamping 
law similar to New York’s. An attempt 
will also be made to strengthen the auc- 
tion law. 

Wyominc—No legislation anticipated. 


Wage-Hour Act Takes Effect; 
Andrews Issues Instructions 
Concerning Pay for Overtime 


WaASHINGTON—The Wage-Hour Ad- 
ministration shares with industry interest 
and concern over the effect of the Fair 
Labor Standards Act, which became 
operative on Oct. 24. A series of regula- 
tions and definitions were rushed out by 
Administrator Elmer F. Andrews in 
preparation for putting the law into ef- 
fect and followed a statement by Mr. 
Andrews that a “small and _ scattered 
minority” is trying to bring the act into 
dispute. 

Mr. Andrews’ irritation arises from 
reports that some smaller industries had 
announced that they would close down 
because of inability to maintain payrolls 
under the minimum wage of 25 cents an 
hour which automatically became manda- 
tory with application of the law. 

One regulation provides that overtime 
pay above 44 hours a week must be 
compensated for in cash at one and one- 
half times the regular rate paid before 
the law went into effect, if that rate was 
in excess of 25 cents an hour. The regu- 
lation said that an employer who reduced 
hourly rates in anticipation of a sudden 
rush of business would be responsible for 
overtime at the original rate “because 
the change was an obvious subterfuge 
to avoid the effects of the maximum 
hours provision.” 

It was ruled that it is the employers’ 
regular rate of pay on which time and a 
half is based and not any minimum set 
in the act. An employer purporting to re- 
duce rates of pay but guaranteeing the 
same total wages as those paid before 
the law went into effect, the regulations 
said, must also pay overtime at the old 
rate. 

It was pointed out also that an em- 
ployer who induced his employees to ac- 
cept a reduction in wage rates on the 
strength of the maximum hours provision 
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might find that a court would hold the 
original higher rate of pay the regular 
rate of pay. 

It was stated that the law does not 
provide for an 8-hour day but limits 
hours on the basis of a normal work 
week, with provision for time and one- 
half overtime pay. The regulations said 
hours lost in one week could not be made 
up in the next week, whether lost because 
of holidays, sickness, vacations or insuf- 
ficient business, without payment of the 
overtime rate for working in excess of 
44 hours a week. 

Another regulation defined a seasonal 
industry as one “which engages in the 
handling, extracting, or processing of 
materials during a season or seasons oc- 
curring in regularity, annually recur- 
ring part or parts of the year; and 
ceases production, apart from such 
work as maintenance, repairs, clerical and 
sales work, in the remainder of the year 
because of the fact that, owing to climate 
or other natural conditions, the materials 
handled, extracted or processed, are not 
available in the remainder of the year.” 





Palace Hotel, San Francisco, 
Picked as Headquarters for 
Mid-Year Meeting of ANRJA 


San Francisco, Cat.—Details of the 
approaching mid-year convention of the 
American National Retail Jewelers As- 
sociation, tentatively planned for the 
week of Feb. 20 in this city, are being 
rapidly completed. Following a visit here 
last month by President Myron Everts, 
Dallas, Tex., it was announced that the 
Palace Hotel, this city, had been selected 
as convention headquarters. 

Leaving his home Oct. 8, President 
Everts held a conference with trade 
leaders in Los Angeles on Oct. 10, after 
which he came to this city, accompanied 
by Carl Schultz of Hollywood, California 
R.J.A. president, and Arthur H. Dib- 
bern, executive secretary of the State 
organization and regional vice-president 
of A.N.R.J.A. Wednesday, Oct. 12, was 
devoted to conferences with convention 
officials and executives of the Golden 
Gate International Exposition, which 
opens on Treasure Island in San Fran- 
cisco Bay, Feb. 18. Later a dinner meet- 
ing was held with Bay area trade leaders. 

Committees are being formed and plans 
are in the making for a Time and Jewel 
pageant, which is planned as an event to 
which the public will also be invited. 
The Golden Gate International Exposi- 
tion authorities have asked the A.N.R.J.A. 
to designate a day at the Exposition dur- 
ing the convention to be known as 
“American National Retail Jewelers As- 
sociation Day.” The day, not yet decided 
upon, will be publicized as such, with 
special features marking its importance to 
the industry. 

Other entertainment features planned 
include boat trips on San Francisco Bay, 
which will afford jewelers an oppor- 
tunity to view the world’s two largest 
bridges and a trip through San Fran- 
cisco’s historic Chinatown, where the vis- 
itors will enjoy a Chinese dinner. 

Those making the convention plans 
announce that hotel accommodations, 
while ample, will be such that reserva- 
tions will have to be made in advance 
and a plan is now being developed 
whereby reservations may be made 
through the State association’s executive 
offices. 
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Report Misleading 
Window Cards, Asks 


Vigilance Committee 


The Jewelers Vigilance Committee, 
through its chairman, G. H. Niemeyer, 
president of Handy & Harmon, last month 
asked ethical retail jewelers everywhere 
to take an interest in misrepresentations 
made in ig sneer cards displayed by less 

lous jewelers. 
“Tone bare cards to the Better Busi- 
ness Bureau in your city or to this com- 
mittee,’ said Mr. Niemeyer, whose ad- 
dress is 82 Fulton Street, New York. 

“It is very gratifying to find that the 
work of the Bureau of Weights and Mea- 
sures of New York City, with which this 
committee is cooperating, has been pro- 
ducing such excellent results.” ; 

One result of the Bureau of Weights 
and Measures’ campaign to clean up mis- 
leading window cards came last month 
when Joseph Unger, president, and Her- 
bert Harlem, secretary of the Pawn- 
brokers Association of New York, sent 
the following notice to its members: 

“You are advised to exercise great 
care in marking merchandise for sale. 

“There is a campaign on to stop all 
misleading statements such as ‘gold filled’ 
when the article is gold plated, or ‘14K 
solid gold’ when the grade of gold is less. 

“Inspectors of the Bureau of Standards 
have issued summons where they have 
found any misrepresentation of quality. 

“This is a serious matter and must be 
so treated. 

“14K or 18K is not considered solid 
gold.” 





National Better Business Bureau 
Issues Revised Guide to 
Retail Advertising 


The revised “Guide for Retail Adver- 
tising and Selling” is now being dis- 
tributed by the National Better Business 
Bureau, Chrysler Building, New York. 

This new, completely revised edition 
of the one published several years ago 
contains more than 60,000 words and in- 


cludes definitions of hundreds of terms 
commonly used in advertising, digests of 


Federal Trade Commission decisions, 
trade practice rules, digests of National 
Bureau of Standards’ findings, and of 
other important government agencies, 
laws and legal decisions affecting adver- 
tising. It also includes the rules de- 
veloped from many years of Better Busi- 
ness Bureau practice. 





AUGUST IMPORTS 


Article Number Value 

Watches and watch 

movements .......... 204,879 $587,021 
i. er 81,601 
‘Clocks and clock move- 

eee 1,325 5,083 
Diamonds— 

Rough, uncut ....... 4,126 cts. 365,601 

a eee 39,912 cts. 1,999,885 
Pearls— 

OS OO re 15,970 

Cultured or cultivated. ...... 18,517 


ther precious and semi- 
precious stones— 


Rough, uncut ....... ...... 7,106 

ee ee ee elt 127,140 
Imitation stones except 

Faeries Teer 175,276 


Imitations of opaque 
Precious or semi- preci- 


MEE nicécucecay 60d nace 1,243 
Sterling tableware ..... ...... 13,828 
Silver-plated table ware. ...... 32,075 
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Handle Heller Cultured Pearls and 
give your customers the thrill of wearing 
a beautiful string of oyster-grown pearls at a 
reasonable price .. . and yourself the pleasure of 
a good profit on the sale of a nationally accepted 
product. Ask your wholesaler to show you our new 
fall line featuring the finest values ever offered in cul- 










tured pearls. 






HELLER 


PEARLS 






CULTURE 
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\p. HELLER - DELTAH CO. 
New York Par 
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National Silver Co. Asks Court 
to Set Aside Two F.T.C. 
Orders 


The National Silver Co., Inc., 61 W. 
23rd Street, New York, on Sept. 24 peti- 
tioned the Second Circuit court, New 
York, to review and set aside the Fed- 
eral Trade Commission’s modified cease 
and desist order. A petition to review 
the original order was filed May 17, 1938. 
This order forbade the company from 
“using the word ‘stainless’ as a trade 
name, brand, stamp, label or part thereof, 
or otherwise, upon or for knives and flat- 
ware cutlery, or in advertising or repre- 
senting the same unless such knives and 
flatware cutlery are made of steel contain- 
ing from 9 per cent to 16 per cent of 
chromium and containing not more than 
0.7 per cent carbon.” 

The modified order prohibited use of 
the word “stainless,” “unless such knives 
and flatware cutlery are made from an 
alloy commonly known in the trade as 
stainless steel, produced from _ iron, 
chromium and carbon or other alloying 
elements, said alloy having the ability to 
resist corrosion, high temperature, ero- 
sion and abrasion.” 

The National Silver Co. also petitioned 
the court on Sept. 24, to set aside the 
commission’s order in another case. The 
order in question was entered July 29, 
1938, and directed the company to cease 
and desist from misleading representa- 
tions as to special or reduced prices or 
the quality of its silver-plated ware, or 
from aiding, abetting or assisting retail- 
ers in making such misrepresentations, 
and from representing itself as a manu- 
facturer when such is not the case. 





Improved International Situation 
Creates a Mild Diamond “Boom” 


Lonpon.—International happenings of 
the past month have, of course, adversely 
affected all business here, that of the dia- 
mond trade included. For at least a 
week, while the authorities were wres- 
tling with the issue of millions of gas 
respirators, the evacuation of children 
from congested “danger zones” and the 
safety of national food stores and trea- 
sures normal business marked time. 
Wholesale and retail jewelers curtailed 
all purchases except the barest necessities 
and an extremely small volume of busi- 
ness was transacted. 

Since the Munich agreement’ was 
signed, however, the reaction has set in 
and the optimists are discussing a mild 
“boom.” Backes & Strauss, the Holborn 
Viad»ct diamond brokers, report substan- 
tial purchases by jewelry manufacturers 
on Christmas account. More than the 
usual haste is now evidenced since the 
lost crisis weeks now have to be over- 
taken. The demand generally is for 
cheap diamonds of all sizes, although 
purchases of fine stones are beginning to 
develop again. 

Amsterdam and Antwerp notify us here 
the early October trend for diamonds is 
improving, belated demands from _ all 
parts of the world now piling up, par- 
ticularly from the United States. The 
feeling of relief now that another world 
war has been, for a time at least, averted, 
is taking the form of a buying urge which 
is likely to continue right through to the 
Yuletide. If the international move for 
world peace can be consolidated the busi- 
ness outlook everywhere is very good. 


N.L.R.B. Orders Disestablishment 
of Employees Association 


PROVIDENCE.—The National Labor Re- 
lations Board on Oct. 20 issued an order 
against Swank Products, Inc., of Attle- 
boro, requiring the company to disestab- 
lish the Swank Products Employees As- 
sociation and so to end allegedly unfair 
labor practices. The order directed that 
compliance notices be posted at the com- 
pany’s plant for a period of at least 30 














spring of 1937 and succeeded in gaining 
the interest of some of the Swank em. 
ployees. 


“The association,” said the announce- 
ment, “initially was sponsored by Thomas 
Stevenson, general foreman of the com- 
pany’s 350 employees, and by substantially 
all of the department supervisors work- 
ing under him. The first two association 
meetings were held in the plant, without 
rental charge. Association members were 
permitted to solicit memberships and col- 





days. 


The Labor Board, in its announcement, 
said the A. F. of L. union, International 
Jewelry Workers Union, was active in 
organizing the jewelry workers in and 
around Attleboro during 1936 and the 


lect dues during working hours. By these 
activities the company, through its fore- 
man and supervisory employees, aided 
and supported the association, prevent- 
ing free and unrestrained choice of rep- 
resentatives by the employees.” 
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Gifts of true distinction are made from Gold Filled and Rolled Gold Plate.* And you 
customers have learned to recognize this marking as the stamp of quality. They kno 
that Gold Filled and Rolled Gold Plate has long wearing quality — that it will brim 
happiness for many years to come — that it is next in quality to solid karat gold... 
That gives you a double reason for stocking, displaying and selling Gold Filled and 


Rolled Gold Plate merchandise this Christmas. For it assures time-proven weatit 
quality at moderate prices . . . In the manufacturing process actual sheets of karat gold 
are applied to the non-precious base metal, then rolled repeatedly to give the gold layt 
the utmost resistance to wear. Tell your customers these facts. Show them how the 
can give for tomorrow — on today’s budgets— when they buy better values in Gold 


Filled and Rolled Gold Plate. That means sound selling and good business — for y% 


al nas 


Research Division of GOLD FILLED ant 
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d...§ For either product, 10k or higher gold must 
1 and) * "ed, to conform to US Commercial 
Standard No. CS47-34 (except watch cases, 
aring made to special standard). In qualities of 
t gold § !-20th and more it is called Gold Filled. 
Lower than 1-20th it is called Rolled Gold 
Plate. Make sure your jewelry is made in 
they F accordance with this U. 

Gold § Standard, thereby protecting yourself and 
you. 


layet 


*What is Gold Filled and Rolled 


your customers — insist on a written 
euarantee from your supplier. 


LOS ANGELES 


R. P. Huddleston, jeweler of Winslow, 
Ariz., recently visited Los Angeles. 

Benjamin’s Diamond Shop, formerly of 
330 W. 7th St., moved recently to 317 W. 
5th Street. ; 

San Kenwald of Cincinnati, Ohio, has 
bought out the Lorenz Jewelry Co. of 
Santa Ana, Cal. 

Frank Setzer, manufacturing jeweler, 
opened for business — recently at 910 
Jewelry Trades Building. 

Maxwell Jewelry Co. has moved from 
911 to 709 Jewelry Trades Building. Pro- 
prietor is Leon A. Maxwell. 

The Acme Watch Co. is distributor of 
Clinton watches, imported from Switzer- 
land, for Southern California. 





The Christie Diamond Palace has 
opened for business recently at 6732 
Hollywood Boulevard, Hollywood. 

James A. Apffel, Jr., is now associated 
with his father as Apffel & Company, 
jewelry manufacturers, 220 W. Sth St. 

Ben Wolman of Philip Wolman & Co., 
wholesale jewelers, 315 W. 5th St., re- 
cently returned from a vacation to Prince 
Rupert, B. C. 

Miss Kay Hultz, with A. I. Hall & 
Son, Los Angeles, was married to William 
Oliver Couch recently. The bride’s father 
is J. W. Hultz. 

The Cordova Leather Shop, 315 W. 
5th Street, has added a display room to 
the factory, where is shown their line of 
small leather goods. 

Nat Post, representing the Bristol Seam- 
less Ring Co., returned to Los Angeles 
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recently from a six weeks’ visit to the 
factory in New York. 

M. D. Lipton, Inc., jewelers of Long 
Beach and San Diego, opened a branch at 
746 S. Broadway, Los Angeles. The new 
store is in charge of Harry W. Cantelo. 

Albert E. Smith and A. Schwartz have 
joined in partnership with M. Baum, pro- 
prietor of the Broadway jewelry Mfg. 
Co., 301 Chester Williams building, Los 
Angeles. 

Kittle & Son, retail jewelers at Laguna 
Beach, Cal., have sold their business to 
Robert Oliver, who will continue the 
business at the same location, adding 
materially to the stock. 

William E. Phillips Co., jewelers, 315 
W. 5th St., opened a branch store last 
month on the fourth floor of the Taft 
building, Hollywood. George Germain, 
formerly manager for the E. Bastheim 
Co., Inc., is in charge. 

E. L. Kimble, Kirk-Rich Dial Corp., 
left for Dallas, Texas, recently to install 
a crystal department in the company’s 
factory there. Mr. Kimble then plans to 
visit the South on a month’s trip, from 
there returning to Los Angeles. 

The Franco American Novelty Com- 
pany of Philadelphia, Pa., has opened a 
branch factory at 747 S. Hill St. The 
company manufactures a line of sterling 
silver marcasite monogram pins, crosses, 
fraternity and religious emblems. 

James McAuliffe, 1972 E. 1st St., and 
family returned recently from a vacation 
to the Redlands of California. At San 
Francisco, Mr. McAuliffe spoke at a 
meeting of the San Francisco Guild of 
the Horological Association of California. 

Bruce Wright, manager of Brock & 
Co.’s antique silver department, returned 
recently from the British Isles, where he 
acquired valuable additions to his col- 
lection of historic silverware. The Me- 
morial Museum of San Francisco, is now 
displaying some of these pieces. 

The Los Angeles Guild of the Horologi- 
cal Association of California welcomed 
several new members into the organiza- 
tion recently. An illustrated lecture on 
watch cleaning was given by Samuel 
Levin, secretary. P. L. Sutton of the 
Sheriff's office of Los Angeles, talked of 
the ordinances of the jewelry trade. 

H. L. Winters, former jeweler at Minot, 
N. D., has announced the purchase of the 
jewelry store of the late O. G. Tullis, at 
1428 Fourth Street, Santa Monica. Mr. 
Winters had spent two years in Cali- 
fornia seeking to buy a business and had 
met Mr. Tullis only a few days before 
he was fatally injured when struck by an 
auto several months ago. 

Davidson & Licht Jewelry Co. at 1970 
Broadway, Oakland, Cal., have opened a 
complete camera shop. In addition to 
display cases, the shop provides a minia- 
ture theater for the demonstration of 
movie film results; projecting machines 
and screens, and an illuminated gallery 
for selected prints. O. Dana Peck is man- 
ager of the new department. 

Aaron Thorne, Gruen Watch Co.’s 
western sales manager, flew the airways 
for more than 5000 miles in ten days re- 
cently. From Los Angeles, Mr. Thorne 
flew tc Chicago to the NACJ Convention, 
from there to Denver to call on the trade 
with Harry Carson, the company’s repre- 
sentative, thence to Los Angeles to at- 
tend the American Legion Convention, 
and then continued his flight to San Fran- 
cisco, the Northwest and back to Los 
Angeles. 

















Fine 
AQUAMARINES 









Specializing in 


UNUSUAL 
Gem Stones 


RUBIES 
EMERALDS 
SAPPHIRES 


Superior Gem Co., Inc. 
Cutters & Importers of 


Precious & Semi-Precious Stones 


22 West 48th Street 
New York City 
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— 


SPECIAL NO. J10 — 10/0 
size, Elgin or Waltham Men’s 
Watch in 10K yellow rolled 
gold plate case, stainless steel 
back, curved to fit the wrist, 
complete with leather strap— 


7-jewel, reduced from $7.50 to $6.00 
15-jewel, reduced from $9.50 to $7.50 


















Send for our 1938 24-page catalog 
and also our latest bulletin illus- 
trating hundreds of exceptional 
values in high grade reconditioned, 
guaranteed watches. 


Weksler & Goodman, Inc. 


Distributors of Keystone, Star, Belove, 
Master and I.D. Watch Cases 


5 South Wabash Avenue 
Chicago, II. 




























Gunmen Take 1500 Rings Worth 
$35,000 from Jewelers Leaving 
Chicago Hotel 


Cuicaco.—Even though they had taken 
the precaution of going to fashionable 
Chicago Beach hotel, in residential Hyde 
Park here, Joseph C. Newman, 40, sales- 
man for Untermeyer, Robbins & Co., Inc., 
New York ring manufacturers, and his 
assistant, Robert W. Snyder, were held 
up by masked robbers the morning of 
Oct. 11, as they were placing their bags 
into their car before making a business 
call. 

The jewelry consisted of 1500 stone-set 
rings, no two alike, comprising a complete 
line, with a value of $35,000. Since 
many of these were new models the en- 
tailed loss of orders was great. The 
rings contained diamonds, rubies .and 
sapphires and other gems; all had karat 
markings and the “UR” trademark. The 
loss is covered by insurance. 

Newman and Snyder were leaning over, 
on opposite sides of their auto, placing 
their bags, when revolver barrels were 
poked into their backs. The bags were 
grabbed and the thugs rushed to a wait- 
ing car, which was hidden from view of 
the hotel doorman, and sped away, past 
a policeman who was directing traffic at 
the next corner. The hold-up was ex- 
ecuted in about 30 seconds. 

The victims say they are positive that 
the hold-up was the result of a tip-off, 
because of precautions they had taken. 
They had spent the previous day calling 
on the Chicago trade. 

The Untermeyer, Robbins Co. lost a 
complete line in a hold-up in September, 
1935 just prior to the NACJ convention. 
None of the rings were ever recovered. 

The thugs, who wore handkerchiefs and 
amber classes, were short in stature. 





FTC Complains $4.41 Coupon Value 
Toward “$5” Fountain Pen 
Is Misrepresentation 


WASHINGTON, D. C.—Misrepresentation 
of the retail values or prices and the 
quality of certain fountain pens sold in 
interstate commerce is alleged by the 
Federal Trade Commission in a com- 
plaint issued against Robert R. Charney, 
1315 Atlantic Ave., Atlantic City, trad- 
ing as National Sales Co. and as Windsor 
Pen Co. 

The respondent allegedly represents 
that a certificate appearing in his news- 
paper advertising has a value of $4.41, 
which, with a cash payment of 59 cents, 
entitles the bearer to a $5 pen, while he 
offers a $1.50 pencil to match the pen for 
26 cents. The complaint alleges that the 
certificate does not have the value repre- 
sented, as the pens and pencils are sold 
in the usual course of trade, with or 
without the certificate, for 59 cents and 
26 cents, respectively. 

Among other false and _ misleading 
representations allegedly made by the 
respondent are that his pens hold 200 
per cent more ink than any ordinary 
fountain pen on the market; that they 
last a lifetime; that they are never in 
need of repair, and that the points are 
manufactured from a_ sensational new 
material called “Durium” and are of a 
design materially different from other 
pen points. 

Violation of the Federal Trade Com- 
mission Act is alleged in the complaint, 
which allows the respondent 20 days to 
file answer. 
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NOBLE 


JEWELRY FINDINGS 
for Manufacturing 


and Repair Work 


F. H. NOBLE & CO. 


Manufacturers 


559 W. 59th Street, CHICAGO 

















DON’T 
Renew that Policy 


... ‘til you get a quotatian from 
the Jewelers Own Company. 

® 
We write fire—windstorm—Ex- 
tended Coverage for all in the 
Jewelry Industry. 

* 
With no obligation to you we 
will send complete costs on any 
policy you wish. 

® 
Present dividends: 
33 1/3% on fire policies 
25°, on windstorm policies 


et ee a 


| ome See 


ui OS 


FIRE INSURANCE COMPANY 
JEWELERS INSURANCE BUILDING 
NEENAH, WISCONSIN 
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Inspirational Jewelry Styles Shown 
in New Issue of Parisian 
Design Publication 


Comprising 121 illustrations represent- 
ing advance fashions in jewelry and ac- 
cessories, the new edition of “lOfficiel de 
Bijouterie et Accessoires” was published 
last month in Paris. Readers of this jour- 
nal are familiar with the artistic designs 
developed by these Parisian artists, be- 
cause of the fashion page contributed 
each month by the publication to J.C.-K. 

Among the models illustrated in the 
new edition are convertible watches, serv- 
ing the dual usage of pocket and wrist 
watch or chatelaine and wrist watch; 
telescoping fob watches; novel vanity 
cases; transformable jewelry combining 
yellow gold with platinum, detachable 
so that the gold or platinum sections may 
be worn alone or together; popularly 
priced platinum and gold brooch-pins; 
sumptuous jewelry with bird and flower 
motif; new adjustable earrings which 
hook into the lobe of the ear; gem-set 
rings, bracelets and watch bracelets, and 
fancy non-precious hatpins, hairpins and 
combs styled for the new “high-hair” 
vogue. Text is in English. 

I. H. Lapidus, who combines years of 
actual factory experience with wide 
knowledge of fashion and commercial 
problems, is general director of “I’Of- 
ficiel”’ Jewelry designers who collab- 
orate include Pierre Lardin, director of 
the Professional School of Fancy Jewelry 
of Paris, and Henri Grandjean, head of 
the school’s studio. 





Patent Examiner Sustains Hamilton’s 
Ownership of Name 


WASHINGTON—In a recent decision by 
the Patent Office examiner of interfer- 
ences, the petitions of Hamilton Watch 
Co. to cancel Young’s, Inc.’s, registrations 
of their trade mark “Hamilton” on jew- 
elry were sustained in the following 
language: 

“The petitioner (Hamilton Watch Co.) is 
here deemed to be the owner of the notation 
‘Hamilton’ by reason of its exclusive use dur- 
ing the period referred to in the ten-year 
clause of the Act of 1905 ... The only 
question necessary to consider, therefore, is 
whether the goods of the parties possess the 
same descriptive properties. 

“In the registration here sought to be can- 
celled the goods of the respondent (Young’s, 
Inc.) are described as follows: 

‘Waldemar chains, vest chains, Dickens 
chains, bracelet attachments, neck 
chains and neck ornaments.’ 

“Petitioner (Hamilton Watch Co.), for 
nearly half a century has extensively adver- 
tised and sold watches of various kinds and 
sizes. About 1914, or perhaps earlier, peti- 
tioner first offered and sold so-called strap 
watches, that is to say, watches provided with 
a ribbon, a strap of leather or a metal brace- 
let, in order that such watches might be 
worn upon the wrist . .. The examiner is 
persuaded . . . that the products sold by the 
petitioner beginning about 1914 do possess 
the same descriptive properties as the goods 
described in the registration here sought to 
be canceled.” 





PROVIDENCE, R. I.—Young’s, Inc., has 
filed an appeal from the examiner's de- 
cision with the Commissioner of Patents, 
who has granted a hearing in February. 

Detroit, Micu.—A _ petition to the 
Common Council was being circulated by 
Stanley Rozmiarek, asking an investiga- 
tion of the arrest of a man arrested after 
breaking a local jewelry store window. 
Rozmiarek who captured the thief after 
a chase received only half of the $100 re- 
ward offered by the Jewelers Security Al- 
liance and says that the local police had 
nothing to do with the capture. 
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Bawaste shavers are here to stay ... 
as much a part of our lives as electric 
cleaners, radios, telephones and automo- 


biles. 


Make sure you sell the shaver that’s 
here to stay. For many shavers now on 
the market will be here only a little while. 


SCHICK SHAVER HAS A JUST CLAIM 
TO YOUR CONFIDENCE AND YOUR 
BACKING, because Schick knows the 
shaver business and knows your business 
—what you have to have from a shaver to 
make money for you. 

SCHICK’S basic principle of shaving is 
protected by patents which Schick is de- 
fending vigorously for Schick authorized 
dealers. 


THE SCHICK SHAVER was first in the 
field and has never lost its headstart. In 
the manufacture of the delicately precise 
parts of electric shavers it is way ahead 
of others. Some Schick processes of man- 
ufacture are patented—many have been 
developed in the Schick laboratories and 
factories. 

SCHICK gives prompt efficient service— 
keeps original customers happy. Schick’s 
service is a strong selling argument. 


SCHICK SHAVER LEADS not only in 


consumer acceptance but in consumer 
insistence. 


SCHICK plans to stay in business a 
long, long time and continues to improve 
the electrical, mechanical and shaving 


qualities of the Schick Shaver. 


Concentrate on SCHICK for your own 
safety. 





Dealers from coast to coast report 
spontaneous public applause, re- 
flected in sales, for Schick’s new 
$12.50 price. Get your share of the 
business this new price makes avail- 
able for the first time. 


A recent survey in which 1000 adult men were 
asked what they wanted for Christmas showed 
that 7.5% wanted shavers, and 3.5% wanted Schick 
Shavers. Schick led as the most popular shaver 
three to one—and also led all other brand name 
products requested, even though the list included 
cars, shirts, radios, guns and watches! 


SCHICK DRY SHAVER, INC., STAMFORD, CONN. 


Western Distributor : Edises, Inc., San Francisco 


In Canada: distributed by Canadian General Electric Co., Limited 


Schick Dry Shaver, Inc., has no connection with the Magazine Repeating Razor Co., 
which manufactures and sells the Schick Injector Razor 


SCHICK 





SHAVER 











ROBERT BRUCE 
Sterling Flatware 


Reproduction of an 
ancient Gothic De- 
sign. 


vv 
Largely hand-made. 
vv 


Expensive, but 
Distinctive. 


vv 


In a class of its 
own and not of- 
fered as a competi- 
tor of commercial 
flatware. 
Specialists in tro- 
phies, presentation 
pieces, and fine sil- 
versmithing gen- 
erally. 


Graff, Washbourne & Dunn 


SILVERSMITHS 





TRADE MARK 
142 WEST 14TH STREET 
NEW YORK CITY 








1/1000 mm. 


GUARANTEED 


LAUBSCHER 
polished and 
unpolished 
SCREWS for 
watches, clocks 
and optical 
instruments 
are famous 
the world over 


for scientific 
accuracy... . 

Send us 

your blueprints 

or specifications. . . . 


LAUBSCHER 


PRECISION PARTS 


SOLE AMERICAN AGENCY 


RECOTON CORP. 


178 Prinee St. New York, N. Y. 
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VERNON L. Woop, 69, veteran Mead- 
ville, Pa., jeweler and a member of the 
firm of Wood & Stone, jewelers, since 
1911, died suddenly of a heart attack, 
Oct. 8, at his home. In 1908, he pur- 
chased the Raymond watch repair shop 
in Meadville and three years later formed 
a partnership with Robert E. Stone. Al- 
though Mr. Wood had not devoted his 
full time to the business recently, he had 
been at the store the morning of his 
death. 

HucH H. Ossorn, 50, Columbia City, 
Ind. retailer, died Oct. 3, following a 
stroke the day before. 

FrepD B. SMITH, 73, Binghamton, N. Y. 
jeweler, died suddenly late in September 
while on a fishing trip in Canada. He 
conducted a jewelry business in Montrose, 
Pa. for 25 years, then joined Lowell, 
Jones & Bailey, Binghamton wholesale 
jewelers, and for the last nine years had 
his own business in Binghamton. 


FRANK P. KENNEDY, one of the best 
known men in the New England manu- 
facturing trade, died Sept. 24, at his home 
in North Attleboro, Mass. As a young 
man Mr. Kennedy traveled as a sales- 
man for Brady & Joyce. He later was on 
the road for Paye & Baker and then be- 
came a member of Bugbee & Niles Co. 
He subsequently headed his own com- 
pany until his retirement several years 
ago. He had one of the largest acquain- 
tanceships in the trade. 

WILLARD S. JONES, 67, who engaged in 
the jewelry business for more than half 
a century with F. D. Kernochan, Inc., 
Middletown, N. Y., of which firm he was 
president for the last two years, died Sept. 
25, after a heart attack. 


FRANK HUuGGER, 66, secretary and trea- | 


surer and for 30 years with W. F. Fisher 
and Bros., Chattanooga, Tenn., jewelers, 
died Sept. 27. ; 

ELBERT H. PELLETREAU, 70, who was 
connected with Baker & Co., Newark, 
N. J. smelters and refiners, for nearly a 
quarter of a century until his retirement 
several years ago, and previously a 
jewelry salesman, died recently at his 
Brooklyn, N. Y. home. 

FREDERICK WITHERSTINE, 70, one-time 
jeweler at Herkimer, N. Y., died sud- 
denly on Sept. 26, at his home in Province- 
town, Mass. 

Joun S. Lewis, 71, who was active head 
of the Ogden, Utah, jewelry store which 
was sold to the Anderson Jewelry Co. in 
July, 1937, died late in September, after 
a five weeks’ illness. 

GeorGE H. Hoyt, 70, head of Louis W. 
Hraba, Inc., New York, leather goods 
concern which served the jewelry trade 
for many years, died Oct. 11. 

E. A. ErKEN, Aberdeen, S. D., jeweler, 
died Sept. 28, in a Rochester, Minn. hos- 
pital. 

Max GELULA, 64, Atlantic City, N. J. 
jeweler, who for years was official dia- 
mond appraiser for New York City, died 
Oct. 11 in the Atlantic City hospital from 
a heart attack after a five-day illness. 
Born in Europe, the deceased came to 
this country at 17 and attended New York 
schools. He went to Atlantic City in 1921 
and two years later purchased Friede- 
berg’s jewelry store. He was a member 
of the New Jersey R.J.A. His widow 
and three sons, Abner J., Henry C., man- 
ager of the jewelry store, and Dr. Lester 
D. Gulula, all of Atlantic City, survive. 
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NEW YORK: 


Mrs. Hattie Stein, secretary and trea- 
surer of the Knight Mfg. Co., manufac- 
turing jewelers at 74 W. 46th Street, died 
Oct. 1. 

B. Heimerdinger has opened an office 
at 25 Broad Street, to do a retail busi- 
ness in precious stones, jewelry and 
watches. 


M. Goldstein of M. & I. Goldstein, 
diamond importers, 48 W. 48th St., re- 
turned Oct. 15 on the Nieuw Amsterdam 
from the diamond markets of Antwerp 
and Amsterdam. 


Samuel Woodrow, Jr., who is associated 
in the jewelry business with his father 
at 5 Palisade Avenue, Yonkers, on Sun- 
day, Oct. 9, married Miss Miriam Hoch- 
stein of the Bronx. 


Frank Stone and Murray Gold, both of 
whom have been in the jewelry trade for 
many years, on Oct. 15 opened a store 
under the name of Gold Stone’s at 235 
W. Front Street, Plainsfield, N. J. 


Dave Kohn, who for eight years was 
connected with Michael Kohn, Inc., Eliza- 
beth N. J., jewelry store, has opened his 
own store at 911 Elizabeth Avenue. An 
optical service will be in charge of Matt 
Glasston. 


I. Krivitzin, Inc., opened a new home 
at 514 Main Street, New Rochelle, N. Y., 
Oct. 14. Four long show windows give 
a total of 50 feet of display space. The 
name is spelled in tall letters on the 
facade of the striking black front. 


Arrow Mfg. Co., Inc., jewelry box and 
display makers of Hoboken, N. J., will 
hold its annual employees’ dance in the 
Edison Hotel, New York, Friday night, 
Dec. 2. It is expected that more than 
500 employees and guests will attend. 


Horological pieces made by C. DeLong 
were shown at a meeting of the New 
York Horological Society, the night of 
Oct. 4. The technical questions and an- 
swers feature was revived. Jean L. 
Roehrich, president, conducted the meet- 
ing. 

Joseph D. Little of the International 
Silver Co., was the guest speaker at the 
monthly meeting of the Junior League of 
Amityville, N. Y. on Oct. 11. His sub- 
ject was “Silver, Ancient and Modern.” 
It was illustrated with colored lantern 
slides. 


Abelson’s opened its new West New 
York, N. J. store, Oct. 14, at 591 Bergen- 
line Avenue, across the street from the 
store occupied during the past two years. 
Four times as large as the old one, the 
new store is air-conditioned winter and 
summer. 


Charles H. Ackerman, 73, of Palisade, 
N. J.. who was for many years a jewelry 
expert with Simpson & Co., New York 
pawnbrokers, was found dead at his 
home, Oct. 19. He had not been working 
for several months, due to a nervous 
breakdown. 


The Jewelers Square Club will play 
host to the ladies at the annual ladies’ 
night frolic, Nov. 7, at the Hotel Taft. 
Members of the committee are Moe 
Rooder, Maurice Y. Nathan, Edward 
Lembeck, Lloyd V. Lassner, Julius Herz- 
feld and Harry Smolin. 
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William D. McNeil, chairman of the 
Jewelers Publicity Committee, has been 
named a member of the executive com- 
mittee to judge designs submitted in a 
Father’s Day poster contest sponsored by 
the National Council for the Promotion 
of Father’s Day. A $3,000 prize is being 
offered for the best design. 


Abraham Shapiro, until four years ago 
of this city, will celebrate his 50th wed- 
ding anniversary Dec. 29. He is active 
in the business of A. Shapiro & Son, watch 
wholesalers, 220 W. 5th Street, Los An- 
geles, after 64 years in the trade. He 
has been in the wholesale watch business 
for the last 20 years and before that had 
a retail jewelry store. 


Edmond E. Frisch, jeweler, and E. 
Gubelin, Inc., watches and clock retailers 
both at 576 Fifth Avenue, expect to oc- 
cupy a handsome new establishment at 
the Southwest corner of Park Avenue and 
Sist Street. The location has been re- 
decorated. Mr. Frisch’s business had 
been on Fifth Avenue for 25 years, with 
a branch at Palm Beach, Fla. 


Watchmaker licensing will be discussed 
at the next meeting of the Horological 
Society of New York, Nov. 1, at 8:15 
p. m., when Phineas Peters, president of 
the executive board of Retail Jewelers of 
Greater New York, will be the guest 
speaker. Lantern slides of antique watches 
will be shown. The annual banquet date 
has been set for Sunday, Feb. 12, at the 
Hotel St. Moritz. 


Five men connected with the jewelry 
trade last month were called as prospec- 
tive blue ribbon jurors for the second 
trial of James J. Hines, Tammany 
leader. These were Albert C. Bauer of 
311 W. 23rd Street; Lee Bach of 91 Cen- 
tral Park West; G. H. Niemeyer, 817 
Fifth Avenue, president of Handy & 
Harmon; Jacob N. Davidson, 90 River- 
side Drive and Harrison W. Conrad, 60 
E. 96th Street. 


Max Schoenbrun, who for the past year 
has been associated with the Accro Bond 
Watch Co., 20 W. 47th Street, this city, 
and the Little Jewels Co., Inc., Boston, 
has resigned his position with the latter 
concern to become affiliated with Spear 
& Susskind, manufacturing jewelers, 7 
Eddy Street, Providence. He will con- 
tinue to represent the Accro watch con- 
cern in the Metropolitan area, New 
Jersey, Connecticut, Long Island and 
Westchester county. 


The first annual dinner-dance of the 
Watchmakers Guild of Greater New 
York will be held at the McAlpin Hotel 
Sunday night, Nov. 27, with dinner at 
8 o’clock. Dress will be informal. Miles 
E. Pooler of Rochester, president of the 
New York State Watchmakers Associ- 
ation, formed July 31 at Cooperstown, 
will be a guest of honor and will speak 
at a short business session. Empire State 
legislation for licensing watchmakers will 
be uppermost in the discussion. 


The Brotherhood of Traveling Jewel- 
ers lost four members through death in 
recent months. Alfred M. Haring, 64, 
retired jewelry salesman died Aug. 5, at 
his Norwich, Conn. home. Frank F. Gib- 
son, aged about 80, who had been ill for 
many years, died Aug. 6, at his home in 
Newark, N. J. Elbert Pelletreau, 70, a 
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retired salesman, formerly with Baker & 
Co., Newark, N. J. smelters and refiners, 
died Sept. 12, at his Brooklyn home. 
James A. Gooey, 60, died on Sept. 23 at 
his home in Loring Place, The Bronx. 


The date of the second annual joint 
banquet sponsored by the Executive 
Board of the Retail Jewelers Association 
of Greater New York has been changed 
to Sunday night, Feb. 26, when the affair 
will be held in the grand ballroom of the 
Astor hotel. The general committee is 
Phineas Peters, chairman; Max J. 
Schwartz, secretary; Robert Lipton, I. 
Geffen, Hyman Goldschmidt and B. H. 
Schwartz, vice-chairman; E. Werner 
Gross and Abraham Wolf, souvenirs and 
prizes; John Schwarz, tickets; William 
Schneiderman, banquet arrangement; Ed- 
ward Wagner, finance; I. Hirschhorn, 
treasurer and Max J. Schwartz, journal. 





11 Busch Store Picketers Found 
Guilty of Contempt of Court 


Eight men and three women, on trial 
for contempt of court in violating the 
injunction of Justice Salvatore A. Cotillo, 
prohibiting all picketing of Busch Jew- 
elry Co. stores in New York City, last 
June, were found guilty on Oct. 25. Sen- 
tences will be imposed on Oct. 31. The 
strikers’ attorney, Harry Sacher, was 
ordered to show cause on Oct. 31 why 
he should not be held in contempt of 
court. 

Several days before the trial Justice 
Cotillo meted out stiff fines and jail sen- 
tences to four professional pickets and 
the business agent of the Window Trim- 
mers Union, Local 144. In an excoriat- 
ing 15-page statement Justice Cotillo 
pointed out that the pickets had not been 
Busch employes, and further that the 
company did not employ window trim- 
mers as such. The pickets were hired at 
$2 per day by the union to picket the 
Busch stores. 

Charging that Local 144 was a “mush- 
room” organization, Justice Cotillo told 
that 23 locals affiliated with the C.I.O. 
had met on July 7 to discuss his injunc- 
tion and then made arrangements to set 
up a faked labor dispute between the 
Busch Company and Local 144. 

He further said that the business agent 
of the local could not give the name of 
a single member of the local employed 
to do any window trimming in any jew- 
elry store in New York City, and that he 
admitted he had not sought to unionize 
a single Busch employee. 

Meanwhile long queues of banner- 
bearing unionists have continued parad- 
ing the principal streets of Manhattan, 
proclaiming the Busch strike and seek- 
ing public support. 





Bandits Take $6,000 in Gems from 
Waldorf-Astoria Shop 


Invading the Waldorf-Astoria Hotel, 
which hitherto might have been consid- 
ered as inviolable as a Federal Reserve 
bank, two young, well-dressed bandits 
coolly entered the small jewelry store of 
Roy W. Johnson, just off the famous Pea- 
cock Alley and the main lobby, in mid- 
day, on Oct. 20, to make one of the most 
daring robberies the Big City has seen 
in some years. 

Although the robbers managed to make 
away with an estimated $6,000 worth of 
jewelry and watches, the loss would prob- 
ably have been much greater except for 
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a remark of Mr. Johnson, which hurried 
them on their way. 


With the lobby crowded, one of the 


dapper gunmen strolled into the store and 


asked Frank Techet, a clerk, to show him 
an expensive watch. A moment later an 
accomplice walked in and approached the 


other clerk, Alfred Feingold. Both then 
drew guns and covered the two employes 


and Mr. Johnson, who was working in 


his office. 


The jewelers were forced to lie on the 
floor of a rear room, where they were 
bound. At this time a customer came into 
the store to have his watch repaired and 
was waited upon by one of the robbers, 
who asked the man to return later. The 
fear that the customer might be suspi- 


. . . 
cious and turn in an alarm might have 


hastened them along, but when Mr. John- 
son remarked, “Here comes the house 
detective now, and he’s got a gun,” they 
grabbed the few watches and jewels in 
sight and beat a hasty retreat. A stock 
valued at several hundred thousands of 
dollars was on display in locked cases o: 
in the safe. 





New Or_eans—Roger F. Granzin, jew- 
eler for 44 years, at 448 St. Charles St., 
died recently at the age of 62. He con- 
tinued the business of his father. Ray- 
mond D. Granzin, his brother, who was 
associated with him for the last 20 years, 
is continuing the business. 
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Benedict Bros., Manhattan, to 
Close Doors After 119 Years 


An establishment familiar to genera- 
tions of New Yorkers is about to disap- 
pear from the shifting scene of downtown 
Manhattan, according to an announce- 
ment made on Oct. 20, by Benedict Bros., 
Inc., jewelers, at 168 Fulton St., that they 
are retiring from business after 119 years 
of jewelry retailing. 

This firm will probably be undisputed 
in its claim that it is the oldest estab- 
lished jewelry concern conducted by one 
family, father followed by son, in this 
country. 

Charles P. Benedict, present head of 
the firm, is the grandson of Samuel W. 
Benedict, who established the business in 
1819. Mr. Benedict, who has been with 
the business for 30 years, now wishes to 
take life more leisurely following the 
pursuits of his favorite hobbies, collecting 
and natural history in many of its as- 
pects. 

Associated with Mr. Benedict have 
been Benedict Birkman, his nephew, who 
has specialized in diamonds; L. Henry 
Achilles, the secretary; Harry E. Heal, 
watches; Irving Carliff, a salesman, all 
of whom have been with the business 
for at least a quarter of a century, and 
T. Tilleson and John Speer, salesmen. 

Although the corporation will not be 
dissolved for the time being, a sale to 
dispose of all the stock in the store by 
Dec. 21 is now in progress. 

The first establishment of the firm at 
Wall and Williams Streets was wiped out 
in the disastrous fire of 1835, but Samuel 
Benedict managed to save all his stock, 
and the next day opened for business in 
the parlor of his home. His sons Read, 
Edwin and Frederick later became associ- 
ated in the business. 

In 1863 the three sons moved the busi- 
ness from Wall St., where it had been 
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located for years, to Cortlandt St. and 
Broadway. It was later at Broadway 
and Fulton Sts., and when the American 
Telephone building was reared at this 
corner the firm moved to 168 Fulton 
St., the present address. 

When New York City was experienc- 
ing its “growing pains,” up-country 
stages and Broadway omnibuses were 
operated on “Benedict time” from a clock 
set on a post at the first store at 5 Wall 
St. which became a landmark of its 
day. 





Members of Maiden Lane Historical 
Society Enjoy Beefsteak Dinner 


The largest attended affair ever held 
by the Maiden Lane Historical Society 
was staged the night of Oct. 18 at the 
Hotel Warwick, Sixth Ave. and 54th St., 
New York, when the organization enter- 
tained 125 members at a beefsteak dinner. 
One of the marked features of the occa- 
sion was the informality and spirit of 
good fellowship which prevailed. 

There were no speeches, the only re- 
marks being made to the assemblage by 
President Henry Abbot and Historian 
Albert Ulmann. Mr. Abbot confined his 
utterances principally to anecdotes which 
kept his listeners amused. Mr. Ulmann 
offered some historical data about New 
York in general and also defined the 
origin of the words “Knickerbocker,” 
“Gotham” and others equally familiar to 
every New Yorker. 


Shouts of 72-Year-Old Jeweler 
Scare Off Robbers 


Ignoring the revolver pointed at him 
and screaming at the top of his lungs for 
help Nathan Herman, 72-year-old jeweler 
at 562 Fifth Avenue, scared two rob- 
bers from his establishment on the morn- 
ing of Sept. 30, saving the contents of 
his store and the safe, which he had just 
opened for the day. 








Philadelphia Jewelers Hear Kaplan 
Describe Jonker Cutting 


PHILADELPHIA. — Approximately 350 
wholesale and retail jewelers of Philadel- 
phia were guests of the Sansom Street 
Business Men’s Association, Oct. 18, at 
a program featuring the appearance of 
Lazare Kaplan, New York, cutter of the 
Jonker diamond. 





GREGORY LEAVES WALLACE 


WALLINGFORD, ConN.—Charles Greg- 
ory, last month, resigned as sales pro- 
motion manager of R. Wallace & Sons 
Mfg. Co., a post which he had held for 
the last 10 years, during which time he 
built a host of friendships throughout the 
entire industry. Mr. Gregory was given 
a farewell dinner by associates in his 
department. He has not disclosed his fu- 
ture business plans. 
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PHILADELPHIA: 


Remodeling of its show window was 
completed last month by Beifeld’s, jewel- 
ers of 135 S. Eighth Street. 

Arthur Shifren, youngest son of Isaac 
Shifren, 734 Sansom Street, recently be- 
came associated with the store. 

Mrs. George C. Child, 80, proprietor 
of a Germantown jewelry store founded 
128 years ago, died in Woman’s College 
Hospital, Oct. 6. 

William L. Lesse of S$. Lesse & Sons, 
Inc., 732 Chestnut Street, visited Chicago 
and other western cities on a business 
trip during October. 

Edwin Koshland, of Koshland Bros., 
1015 Chestnut St., returned last month 
after a four week trip through Pennsyl- 
vania and Maryland. 

Frank Vogel, of Alfred Humbert & 
Son, 117 S. 10th St., spent two weeks 
last month on a trip to Central and 
Western Pennsylvania. 

Frank Reaney of H. O. Hurlburt & 
Sons, 817 Chestnut Street, left last month 
for a trip through Western Pennsylvania, 
New York and eastern Ohio. 

Lewis Gibbons, of Fulmer & Gibbons, 
Inc., 117 S. 10th St., was away on a 
business trip last month. Among other 
cities he visited Syracuse, Rochester and 
Albany, N. Y. 

Employees of the House of Milner, 728 
Sansom Street, were guests of Josef Mil- 
ner, head of the firm, Oct. 20 at an en- 
tertainment marking the 13th anniversary 
of the store’s founding. 

Frederick J. Meyer, 52, for 26 years 
an employee in the clock department of 
Wanamaker’s, died suddenly at his home, 
400 Cottman Street, Jenkintown, Pa., 
Oct. 7 of a heart ailment. 

Former U. S. Senator J. Frank Allee, 
for many years head of a Dover, Del. 
jewelry store, died Oct. 12, at the age of 
80.. Senator Allee left the jewelry busi- 
ness in 1890 to enter politics. 

Louis Sickles, Jr., of Louis Sickles, 
1015 Chestnut St., left Oct. 16 for a six 
weeks’ tour through North and South 
Carolina, Georgia, Virginia and Florida. 
David Sickles, of the same firm, called 
on the trade in Western Pennsylvania and 
Ohio last month. 

R. J. Allen, china buyer for Bailey, 
Banks & Biddle Co., Inc., 1218 Chestnut 
St., and Miss Mabel Hathaway of Holly- 
wood, Cal., were married at Elkton, Md., 
Sept. 29. Before her marriage, Mrs. Al- 
len was associated with the movie in- 
dustry in California. 

A Hallowe’en party was held by mem- 
bers of the Sansom Street Young Men’s 
Business Association, Oct. 29, at the State 
House Restaurant. About 130 persons 
were present in costume. Armand Jacoby, 
chairman; Fred Weisberg, Samuel Cres- 
sen, Morris Rabinowitz and Michael 
Orloff comprised the committee on ar- 
rangements. 

Leven & Son, Eighth and Sansom 
Streets, last month supplied an $825 silver 
trophy for award to the winner of the 
eastern midget automobile racing cham- 
pionship held in this city. The Leven 
firm also won an order for 22 silver cups 
to be awarded the Philadelphia district 
winners of an amateur waltz contest 
sponsored by Metro-Goldwyn-Mayer, in 
connection with the studio’s new motion 
picture, “The Great Waltz.” 

At a meeting of the Horological Guild 
of Philadelphia, Oct. 4, discussion cen- 
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tered on the possibility of meeting in the 
Franklin Institute with members of the 
Guild eventually becoming members of 
the Institute. State licensing was dis. 
cussed and progress reported. Herber 
Holt gave the first of a series of lecture. 
demonstrations on gearing and depthing, 
Members brought depthing tools, micro- 
meters, boley gages, etc., and practical 
problems were worked out using wheels 
and pinions and figuring correct center 
distances. 

Albert Gosberg, 35, jeweler of Seventh 
and Sansom Streets, was robbed the night 
of Oct. 8 of $60 in cash, jewelry valued 
at $850 and an expensive automobile by 
an armed hold-up man who accosted him 
as he drew up in front of his home, 5901 
Upland Way. Mr. Gosberg was forced 
to remain in his car when the man men- 
aced him with a revolver. The bandit 
ordered him to drive a block away, then 
forced him from the machine and drove 
off. The jewelry included a $500 dia- 
mond ring, a $175 ring and a $175 plati- 
num watch. 

Seventeen of the older members of the 
staff of Bailey, Banks & Biddle Co., Inc., 
tendered a dinner Oct. 17 in honor of 
Robert Mellor, for 28 years diamond 
buyer for the firm. The dinner marked 
Mr. Mellor’s departure from the store 
Oct. 10 to enter business for himself in 
offices on the 15th floor of the Girard 
Trust Building. Mr. Mellor was pre- 
sented with an electric clock and with a 
plaque bearing the names of his former 
business associates. Charles H. Harrison 
of the store staff, was in charge of ar- 
rangements for the dinner. 

Michael Orloff was drafted for a third 
term as president at the annual meeting 
of the Sansom Street Young Men’s Busi- 
ness Association, Oct. 6. Robert Shifren, 
former vice-president, was elected trea- 
surer to succeed Thomas Phillips. Mor- 
ris Rabinowitz was elected vice-presi- 
dent and Fred Weisberg secretary to 
succeed Armand Jacoby. Directors 
elected were: Irving Hoffman, Irving 
Zeiger, Mr. Phillips and Mr. Jacoby. Mr. 
Orloff, Mr. Shifren, Mr. Hoffman and 
Mr. .Rabinowitz were named delegates 
to meetings of the Sansom Street Busi- 
ness Men’s Association, parent organiza- 
tion of the younger group. 

Indicative of the threat of war’s effect 
on the industry, B. Z. Myer last month 
received notice from his manufacturers 1n 
Switzerland that the company was pre- 
paring to flee into the interior of the 
country at a moment’s notice. Mr. Myer, 
head of the Central Watch Material and 
Supply Co., 134 South 8th St., received 
the communication in a confidential mes- 
sage from makers of his Tilmore watch 
at Chaux-de-Fonds, near the Swiss- 
German border. The message declared 
that all stocks and goods had been moved 
into the recesses of the Alps for safe- 
keeping during the German-Czech crisis. 


(Please turn to page 109) 
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ROVIDENCE: 


Z. Berberian Co. is now established in 
new location at 147 Chestnut St. 


John T. King, 72, engaged in the 
jewelry enameling business here for 54 
years, died Oct. 10 after a short illness. 
Mr. King was born in Ballardville, Mass. 
He is survived by his widow. 


Employes of H. F. Barrows, North 
Attleboro plated chain makers, beat the 
gun in the recent Community Fund drive 
in that city. When the drive opened the 
employes of the company had contrib- 
uted 100 per cent. 

The jewelry trade in this area ex- 
pressed interest in a recent statement 
made by Robert Pickup, of the Providence 
Government Research Bureau, to the ef- 
fect that Rhode Island faces a sales tax 
to meet the increased costs of unemploy- 
ment relief and social security. 


The William L. Gilbert Clock Co., 
Winsted, Conn., announced recently that 
all officers and employes of the company 
will have one-third of the pay cuts made 
in the last year restored to them. The 
company cited improvement in its busi- 
ness in making the announcement. 


its 


Employment in the manufacturing jew- 
elry industry of Rhode Island during the 
month of September increased 6.3 per 
cent over that in the previous month, 
the State Department of Labor reported. 
The September figure, however, was 11.3 
per cent under that in the corresponding 
period last year. 

Observers in North Attleboro foresee 
a real shortage of jewelry as the Christ- 
mas shopping period approaches. These 
observers say that jobbers and depart- 
ment stores failed to place orders early, 
as requested by the manufacturers, with 
the result that business is now coming in 
faster than it can be handled. 

William G. Lind, general manager of 
T. W. Lind Co., Providence findings 
manufacturer, has announced that his son, 
William G. Lind, Jr., has joined him in 
that business. The younger Mr. Lind 
recently graduated from the University 
of Virginia and represents the third gen- 
eration of the family to be identified 
with the 71-year-old concern. 


“I am conversant with the troubles that 
beset the jewelry manufacturing com- 
munity .... and will work to overcome 
them when I am elected,” James M. 
Curley, Democratic gubernatorial candi- 
date in Massachusetts, said at a recep- 
tion given him and Mrs. Curley at North 
Attleboro. Mr. Curley said that he was 
in favor of a duty on foreign-made goods 
which will equal the cost of manufacture 
here, plus 10 per cent additional. 


The golf tournament of the Manufac- 
turing Jewelers’ Golf Association at the 
Metacomet Golf Club, Sept. 21, was sud- 
denly interrupted by the hurricane which 
swept New England that day. Approxi- 
mately 50 persons started to play, but 
only four foursomes had completed the 
course when the storm broke, forcing 
postponement. Most of the members 
stayed for the dinner which had already 
been prepared. The tournament, at first 
postponed until Oct. 5, was later called 
off until next spring. 

Chauncey E. Wheeler, local attorney, 
who has played a prominent part in in- 
dustrial relations of jewelry manufac- 
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turers and their employes, was slated to 
be the guest speaker at the annual meet- 
ing of the New England Manufacturing 
Jewelers & Silversmiths Association, Oc- 
tober 27. Election of officers was also 
on the schedule, with the posts of secre- 
tary, treasurer and eight directors to be 
filled. Three vice presidents were to be 
elected. The president is named later by 
the directors. Attorney Wheeler’s topic 
was “Industrial Relations,” with particu- 
lar emphasis on the employe’s side of 
the question. 





Wage-Hour Act a Hardship, Say 
New England Manufacturers 


PROVIDENCE—Local companies have en- 
tered the period which is usually marked 
by active production for the Christmas 
selling season and which is complicated 
this year by the fact that the wages and 
hours act went into effect during the 
closing week of October. The law re- 
quires compensation at overtime rates for 
all hours worked over 44 per week, 
which, the manufacturers say, is eco- 
nomically unfeasible because of the small 
profit margins which they now have to 
work on. 

Adding to the above factor the loss of 
nearly two weeks of operating time, at a 
busy period of the year, due to the storm, 
it is not surprising to find that many 
manufacturers expect that the current 
season will extend later into the year 
than is usually the case. Most are con- 
fident, however, that the year as a whole, 
from both the manufacturing and the 
retailing standpoint, will be satisfactory, 
all things considered. 

While the manufacturing end of the 
industry is generally working at top 
speed to meet delivery dates, slow de- 
mand for some types of merchandise has 
resulted in a spotty situation. Thus gold 
and gold stone type jewelry makers have 
experienced a highly pleasing demand 
for their products, while whitestone lines 
appear to be in less active call than they 
were a year ago. Some local plants have 
enough orders on hand so that they are 
unable to promise delivery on new busi- 
ness in less than four weeks. This would 
mean delivery toward the close of No- 
vember, which, in the light of past ex- 
perience, is approaching the deadline for 
successful merchandising of Christmas 
lines. 





Jewelry Industry in Rhode Island 
Back to Normal After Flood 


PROVIDENCE.—Within a month of the 
time when the devastating hurricane and 
tidal waves swept Rhode Island, crippling 
all types of enterprise, the jewelry in- 
dustry, in both the manufacturing and 
retailing divisions, has returned to a 
near-normal basis. 

Losses resulting from the storm were 
heaviest among retail stores, especially 
those located in the heart of downtown 
Providence. In some cases the water 
which flooded the streets of the city 
reached a height of eight feet in local 
jewelry stores and approached with such 
swiftness that store owners, despite the 
heroic efforts of their employees, were 
able to save but a small part of the 
merchandise located on the street floors 
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| and virtually all of that stored in base- 


ments was damaged, much beyond repair. 

Practically every major retail jewelry 
store which suffered as a result of the 
flood waters has made public announce- 
ment upon reopening that no damaged 
merchandise would be sold and that all! 
of such merchandise had been removed 
from the premises and new goods brought 
in to bring stock on hand up to the levels 
existing before the storm. 
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REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 
A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S$. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 





Symmetalic 
Karet Gold on Sterling 
and STERLING SILVER 
REAL STONE JEWELRY 


Sold direct to retailers 


W. E. RICHARDS CO. 


ATTLEBORO, MASS 
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Get Your Share 


of Christmas Business with 


Complete Stocks 


of ELGIN 
HAMILTON 
WALTHAM 


SEND US YOUR ORDERS. 


ENGEL SERVICE AT YOUR 
SERVICE! 

















et YS evr 


YOU INCREASE PROFITS WITH 
GUARANTEED 


EASTON WATCHES 





BEAUTIFULLY BOXED 
WRITE OR WIRE FOR SAMPLE SELECTION 





IMPORTED & DISTRIBUTED BY 


U. S. JEWELRY CO. 


WHOLESALE JEWELERS 
BALTIMORE, MD. 
FOR PROMPT, EFFICIENT SERVICE 
KAPLAN ENGR. & MFG. CO. 


BALTIMORE & LIBERTY STS. 
BALTIMORE, MD. 


MFG. JEWELERS 
ENGRAVERS 


SCHULTZ STERLING 


offers 
Hollowware at Better Prices. Repro- 
ductions As You Want Them. Plating 
As It Should Be Done. 


A. G. SCHULTZ COMPANY 
423 E. Lomberd St. Baltimore, Md. 























| N. W., Washington, is 


BALTIMORE 


Julius Wolfe, of 3322 Fourteenth St., 
remodeling his 


| store. 


Bright Jewelry Co. is occupying a new 
location on S. McMorine St., Elizabeth 


| City, N.C. 


Berman’s credit jewelry store, 614 
Kanawha St., Charleston, W. Va., ob- 
served its 36th anniversary last month. 

Mrs. Sam W. Becker, 38, wife -of 
Maj. Sam W. Becker, Houston, Tex., 
jeweler, died at her home, 2216 Calumet, 
Sept. 30. 

The Bass Jewelers, 241 Capitol St. 
Charleston, W. Va., last month celebrated 
their 31st anniversary by opening their 
remodeled store. 

Oscar Samuels, secretary of J. Engel 
& Co., visited Durham, N. C., last week 
to celebrate the 21st birthday of his son, 


| who is a student at Duke University. 


Moose & Bent of Roanoke, Va., have 
completely renovated and improved their 


| store, with new fixtures and improved 
| lighting among the outstanding innova- 


tions. 


Phil Brodnax, who has been in the 


jewelry business in Nashville, Tenn. for 





17 years, recently opened a store in 
Birmingham, Ala., at 304 N. Twentieth 
St. 

Members of Savannah’s baseball team, 
the “Indians,” were recently presented 
with miniature silver baseballs, suitably 
engraved, by Friedman’s Jeweler’s, Inc., 
Savannah, Ga. 

Ray Jewelry Co. announce that Henry 
Grossman, with 25 years’ experience in 
the jewelry business, has been made man- 
ager of their branch recently opened in 
Columbia, Tenn. 

Announcement has been made that the 
corporation of H. J. Schwarz Co., Inc., 
has been dissolved and that H. J. 
Schwarz succeeds the corporation and is 
the sole proprietor. 

A new store has been opened at 100 
E. Main St., Lakeland, Fla., by the Goff 
Jewelry Co., of Tampa, Fla. G. D. Goff 
is proprietor. The firm’s main store is 
located at 812 Franklin St., Tampa. 

B. Hutchinson, Hazlehurst, Ga., 
retail jeweler, died recently following a 
short illness. The business will be car- 
ried on by H. H. Temples under the 
name of the Hutchinson Jewelry Co. 

B. Jannow, formerly connected with 


| the Reliable Stores Corp., which main- 


tains a chain of retail establishments, has 
formed the Jay Jewelry Co., and opened 
a handsome shop in Charlottesville, Va. 

W. H. Samelius, dean of the Elgin 
Watchmakers College, Elgin, IIl., gave 
an illustrated lecture before the Horologi- 
cal Association of Virginia at a supper 
meeting, Oct. 4, at Brown’s restaurant, 
Norfolk, Va. 

After operating a jewelry store in 
Knoxville, Tenn., for 42 years, W. J. 
Heins, of W. J. Heins Jewelry Co., 521 


| Market St., has decided to liquidate his 
DIAMOND SETTERS |, 


business. The store will be continued by 
a reorganized personnel. 

Schneer’s, Atlanta, Ga., jewelers, have 
leased a ground floor location in the re- 
modeled Atlanta National Bank Build- 
ing, at an estimated rental of $100,000, 
under a 10-year lease. The store will 
be occupied about Jan. 1. 

Burglars obtained entrance to the C. 
& S. Jewelry Co. store, 42 Main St., 
Chattanooga, Tenn., by cutting a_ hole 
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through the ceiling from a room above 
and obtained jewelry and watches valued 
between $1000 and $1500. 

Paris Vancel, New Tazewell, Tenp. 
jeweler, proved to his friends that he ‘. 
also a successful cotton farmer. He has 
on display a single cotton stalk bearing 
28 bolls raised on his Blair Creek farm. 
He has four acres of fine cotton. 

Edward F. Hirsch, Sr., 74, retired 
wholesale jeweler of Cincinnati, Ohio, 
who moved to Louisville, Ky., recently to 
live with a daughter, Mrs. Charles Muel- 
ler, died Oct. 20 at the home of anothe: 
daughter, Mrs. Aaron Levy, in Cincin- 
nati. 

R. S. Keatts, watchmaker and jeweler, 
who had a business in Clarksville, Tenn., 
from 1902 to 1918, has reopened a busi- 
ness there after being located about 20 
years in Springfield, where he was in 
charge of the watch and jewelry depart. 
ment of Hurt & Tannet Jewelry Co. 

Thomas N. Latham, prominent in At- 
lanta, Ga., business circles for more than 
30 years, and former president of the 
Davis & Freeman Jewelry Co. and of the 
Latham & Atkinson Jewelry Co., on 
Oct. 10 opened a new retail business 
bearing his name, at 2 Edgewood Ave. 

Suit has been filed by the Sutton 
Jewelry Co. and Jewelcraft, Inc., Miami, 
to restrain the collection of taxes on their 
jewelry repair and watch repair depart- 
ments, on grounds that the departments 
are part of and incidental to the opera- 
tion of a jewelry business and thus can- 
not be taxed separately. 

Mr. and Mrs. A. O. Jenkins last 
month observed the anniversary of the 
founding of the Duval Jewelry Co., of 
Jacksonville, Fla., 26 years ago. At the 
beginning of business Mr. Jenkins sold 
from house-to-house, while Mrs. Jenkins 
remained at their first small store. About 
40 persons are now employed in_ the 
store. 

The new annual catalogue issued by J. 
Engel & Co., Baltimore St. and Hop- 
kins Place, has just made its appearance. 
Bound in royal blue and _ handsomely 
stamped in silver, the volume surpasses 
all of the firm’s previous publications. 
Many new lines have been added, and the 
value of the book to the jeweler has been 
greatly enhanced. 

The jewelry business in Baltimore ex- 
perienced somewhat of a lull last month, 
but merchants expected a prompt revival 
in activity on an_ impressive scale. 
Weather conditions were regarded in con- 
siderable part responsible for the state 
of affairs in October, but a hopeful view 
is taken of the outlook, and the holiday 
trade prospects are viewed with con- 
fidence. Stocks are being replenished, 
and the latest fashions and ideas are re- 
flected in the assortments provided for 
discriminating buyers. 

The beautiful new store of the Elebash 
Jewelry Co., in Montgomery, Ala., was 
formally opened Sept. 30. LeGrand S. 
Elebash is president of the company and 
Maurice M. Hoffman vice president and 
manager. The name and location of the 
store are new, but the personnel and 
ownership of the Elebash Jewelry Co., 
which until recently operated as LeGrand 
Jewelry Co. at the corner of Montgomery 
and Lee Sts. over a period of 10 years, 
are the same. The name Elebash has also 
long been identified with Montgomery. 
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Tennessee Watchmakers, Jewelers Press for Licensing Law 


. 





Officers and directors of the Tennessee Watchmakers and Jewelers Association. 


Rear, left to 


right: W. L. Hamerick, Allen Green, W. A. Parker, all of Nashville; James A. Young, Old 
Hickory; S. George Cochron, Nashville; W. Fred Gates, Chattanooga; Carl Peterson, Earl Kidd 


and J. N. Freedman, of Nashville. 


Center, left to right: L. E. Bush, Nashville; A. F. Stein- 


hoffel, Chattanooga; J. E. Coleman, Nashville; L. J. Thomas, Memphis; R. L. Rawlston, Chat- 


tanooga; Dee Osborne, Nashville; 


A. D. Jenkins, 


Konxville, and R. L. Parcell, Chattanooga. 


Front, left to right: George Harding, Chattanooga; Secretary R. F. Langreck, Nashville; Presi- 


dent Charles Maskall, Knoxville; 


NASHVILLE, T'ENN.—A committee, head- 
ed by James N. Freeman, of this city, 
was appointed to prepare a watchmaker 
licensing bill to be presented to the com- 
ing session of the Tennessee legislature, 
at the fifth annual meeting of directors of 
the Tennessee Watchmakers and Jewelers 
Association, Oct. 9, at the Noel hotel here. 
The action followed a discussion and re- 
ports made by the various state guilds. 
A state anti-auction act was also dis- 
cussed. 

W. H. Samelius, dean of the Elgin 
Watchmaker’s College, Elgin, Ill., guest 
of honor, was presented with a handsome 
bill fold containing a 14-karat engraved 
card designating Mr. Samelius as a life 
member. The presentation was made by 
T. O. Pearson, Memphis, who told of 


W. H. Samelius, Elgin, Ill.; John Varallo, 
Clements, Knoxville, and T. O. Pearson, Memphis. 


Nashville; C. D. 


Mr. Samelius’ interest and close associa- 
tion in the past five years. It was dif- 
ficult for Mr. Samelius to speak his ap- 
preciation because of emotion. The gold 
was contributed by the four state guilds 
and the card was made by Ralph Lang- 
reck, secretary, a manufacturing jeweler. 

J. E. Coleman, of this city, was ap- 
pointed 1939 convention chairman and 
instructed to select the dates for the con- 
clave, which was voted to Nashville at 
the convention last May. About 30 at- 
tended the morning and afternoon busi- 
ness sessions which were conducted by 
Charles E. Maskall, Knoxville, president. 

The ladies auxiliary also held its board 
meeting and made plans for the 1939 
convention. Mrs. A. F. Steinhoffel, Chat- 
tanooga, president, presided. 











Bernstein Named Supervisor for Kay 
in North Carolina 


CHARLOTTE, N. C.—Col. Lewis Bern- 
stein, general manager of the Kay 
Jewelry Co. of Charlotte, has been named 
supervisor for the North Carolina divi- 
sion of the retail chain organization. The 
company plans establishment of additional 
stores in the state. 

Mr. Bernstein joined the company as 
a salesman in Boston, later becoming 
credit manager. He was promoted to as- 
sistant manager of the firm’s Washington 
store, transferred to Hagerstown, Mad., 
as store manager, and then, in 1930, came 
to Charlotte to open and manage the 
company’s store. 


CANDID CAMERA ATTRACTS CUSTOMERS 


CLARKSVILLE, TENN.— Jewelers are 
among a group of Clarksville, Tenn., 
merchants who are successfully capitaliz- 
ing on the candid camera craze to attract 
business. Snap-shots are taken of shop- 
pers in and near the business district and 
these are shown in the display windows 
of the various stores. Persons recogniz- 
ing their own faces in the windows may 
claim a prize. 
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HAMILTON NET STARS 





Here’s the Hamilton Watch Co.’s tennis team 


which won 11 of 16 matches played during the 
past The schedule included top-ranking 
clubs from Pennsylvania, Maryland and West 
Virginia. Reading from left to right they are: 
Front row, Carl Yecker, Frank Lander, Walter 
McElfish. Back row, John Aiser, Lloyd Hecken- 
dorn, Earl Eshleman, Edward Karer. Peter 
Borselino, Jack Conklin and Richard Danz, other 
members of the team, were absent when the 
picture was taken. 











KNOXVILLE, TENN.—Royal Jewelers is 
conducting a _ ten-week “Rose Bowl” 
Contest with a watch prize weekly. 
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The Baltimore Rose is 
a true rose design, not 
in name only. Com- 
pare weights, sizes and 
prices. 


We make odd pieces 
and special work 
made to order. 


The 
SCHOFIELD 
COMPANY 


Silversmiths 
Established 
1871 


331 Charles St. 
BALTIMORE 
MARYLAND 





104-106 WEST 
FAYETTE STREET 
BALTIMORE, MD 
“AN INSTITUTION 
of DEPENDABILITY”’ 


ESTABLISHED 1885 


ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e JEWELRY ® 
8 HOPKINS PLACE, BALTIMORE, MD. 


GEM-STONES 


By G. F. Herbert Smith 
An Interesting Authoritative Book 











Comprising 40 chapters and many 

diagrams, plates and tables by an 

outstanding authority. Over 300 
pages. Price $3.00. 
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PERCIVAL 


For Immediate and 
Last Minute 


SERVICE 


In every Department, 
complete stocks are aug- 
mented by long-estab- 
lished factory coopera- 
tion. Your stock and late 
fill-in orders will receive 
“Percival Preferred” at- 
tention. 


WatcHes 


Elgin and Hamilton 

Elgin Travelling Clocks 
Hadley Watch Bracelets 
Simmons Watch Bracelets 
Gallet Timers 


JEWELRY 


Locket Necks 
Crosses 

Compacts 

Stone Rings 

Pearls 
Remington-Rand and 
Gillette Dry Shavers 


SILVERWARE and CLOCKS 


Seth Thomas Clocks 

General Electric Clocks 
Westclox Products 

Ingersoll Watches 

Ronson Products 

Oneida Community Silverware 
1847 Rogers Bros. Silverware 


DIAMOND IMPORTATIONS 
MONTHLY 


* 


0.0. Perrival 
and On. Inc. 


Diamond Importers 
and Wholesale Jewelers 
EST. 1864 


BOSTON, MASS. 
NO GOODS AT RETAIL 














BOSTON: 


The Boston Jewelers Club will hold its 
annual meeting at the Parker House, 
Nov. 18, at 8 P. M. 

Sylvester M. Nathan, jeweler of Fitch- 
burg, and his son spent a day looking 
over the new fall lines here. 

William E. Blanchard, jeweler of 
Gloucester, was a recent visitor, examin- 
ing the fall lines of local wholesalers. — 

Willard Keith, of J. A. Merrill & Co., 
Inc., jewelers, of Portland, Me., called 
on local wholesalers early in October. 

Ralph A. Silman, of Woodbury & 
McLeod, jewelers of Haverhill, Mass., 
will spend the winter in St. Petersburg, 
Fla. 

Col. S. O. Bigney, jewelry ..manufac- 
turer, of Attleboro, on Oct. 4, celebrated 
his 84th birthday, calling on wholesalers 
here. 

Frank Moury of the Frank B. Howard 
Co., jewelers, of Rutland, Vt., inspected 
the showing of fall lines by the Hub 
jobbers. 

Greater Boston’s retail jewelers’ Octo- 
ber business has been active partly be- 
cause of a large number of prominent 
weddings. 

Eugene Sanger, of Sanger & Co., whole- 
sale jewelers, 387 Washington St., has 
returned from a two weeks’ motor trip 
in Maine. 

Kay Jewelry Co., 594 Washington St., 
featuring their 24th anniversary sale, 
Oct. 14, ran a five-page advertisement in 
the evening paper. 

Nathan Fish, of I. Alberts’ Son, Inc., 
wholesale jewelers, 373 Washington St., 
has returned from a week’s hunting trip, 
along the north shore. 

Massachusetts jewelers who enjoy hunt- 
ing are out of luck this fall, the woods 
being closed indefinitely in Massachusetts 
and New Hampshire, due to.fire menace. 

B. Spector and family of New Haven, 
Conn., returned on the Normandie after 
spending six weeks visiting the diamond 
markets and jewelery centers of France 
and England. 

New’ England’s nautical jewelers 
flocked to the north shore Sunday, Oct. 9, 
for the first race in the international 
series for the championship of the North 
Atlantic fishing fleet. 

After four weeks of play in the Boston 
jewelers’ bowling league, the Harkins 
& Murphy Co. team is in the lead by 
one point. The D. C. Percival & Co. 
team holds second place in the ten-team 
competition. 

Leominster, Mass., is the place where 
combs come from. The new “swept up” 
coiffures will not stay in place without 
combs, and 4000 Leominster men and 
women are working 16 hours a day to 
keep America’s hair up. 

Mildred O. Baker, resident of Brook- 
line, who died Oct. 15, was the wife of 
John H. Baker, eastern representative of 
Jacobson Bros., New York. Funeral ser- 
vices were attended by a delegation of 
wholesale and retail jewelers with whom 
Mr. Baker had been associated for years. 

James H. Parks, former president of 
the Boston Jewelers’ Club and_ vice- 
president and director of Hodgson, Ken- 
nard & Co., Inc., and Mrs. Parks, cele- 
brated the 50th anniversary of their 
wedding, Oct. 11, by a week’s trip to 
Philadelphia, Washington and Williams- 
burg, Va. 
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Rogers opens another jewelry store 
here, at 376 Washington St., at the same 
location occupied formerly by Jason 
Wieler. The Rogers chain of seven jew- 
elry stores is located in Boston, Cam- 
bridge, and Pittsfield, Mass.; Bridgeport, 
Conn.; Lewiston, Augusta and Portland, 
Maine. 

F. Forest Davidson, president of 
Thomas Long Co., Inc., Summer St. re- 
tail jewelers, has been awarded a citation 
as a certified gemologist by the Gemo- 
logical Institute of America. He becomes 
the second qualified gem expert on 
Long’s staff, a similar award having been 
made to Henry Stevenson last December. 

Emanual V. Alberts, treasurer of I, 
Alberts Sons, Inc., has been serving as 
chairman of the jewelry group in the 
industry and finance division of the 1938- 
1939 Greater Boston annual maintenance 
appeal of The Salvation Army. F. For- 
est Davidson, president of Thomas Long 
Co., is sub-chairman in the retail division 
of the jewelry group. 

Boston wholesalers admit that lady 
jewelers know styles, and are keen mer- 
chandisers. Recent visitors here were 
Mrs. Cotter, Prince-Cotter Co., Lowell; 
Miss Robinson, Goddard Bros., Lynn; 
Miss Michael, Pettingill’s, Inc., Quincy; 
Miss Francis and Miss Mead, Francis & 
Mead, Batavia, N. Y.; Miss Wilson, Hall 
Galleries, Springfield; Mrs. F. B. Coburn, 
Coburn’s, Hanover, N. H.; Mrs. Esther 
Barlow, Lawrence, Mass.; Miss Le 

















the cuisine that is known 
the world over, the 
friendly service, modern 
appointments, the mid- 
town convenience—and 


genuine hospitality of the 
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IN THE HEART OF PHILADELPHIA 
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Moine, Provenchers Jewelery Store, North 
Adams. 

U.H.A. delegates from the various 

ilds in Massachusetts, meeting Oct. 9, at 
Hotel Bellevue, adopted a constitution 
and by-laws. Col. William H. Bright, 
president of the Boston guild, was 
elected president of the Massachusetts 
U.H.A. Other officers include C. M. 
Barton of Worcester, vice-president; 
William P. Philibrown of Boston, secre- 
tary; Knut Carlstrom of Watertown, 
treasurer; Thomas Fagin of Boston, 
Chester J. Laverty of Worcester, Harry 
L. Desjardins of Beverly, John K. Mills 
of Boston, and Joseph R. Richard of 
Salem, members of the executive board, 
and J. E. Bogage of Worcester, state 
trustee to national organization. 





Posing as Painters, Thieves 
Over Week-End Rob $100,000 
From Gordon Bros., in Boston 


Boston—Gordon Bros., wholesale and 
retail jewelers, 18 Province St., were 
robbed last month by a gang of expert 
safe crackers, who, dressed as painters, 
worked leisurely over a week-end and 
made their get-away with diamonds and 
other gems valued at upward of $100,- 
000. 

Saturday morning, Oct. 8, witnesses 
saw a truck deliver a load of painters’ 
equipment at a vacant store, next door 
to Gordon Bros. The canvas-covered 
load turned out to be a complete safe 
cracker’s kit, and included acetylene 
torches, tanks, and powerful steel-cutting 
tools. 

While many persons saw the “paint- 
ers’ at work Saturday afternoon, the 




















@ Attention centers on your store 
when it has an appealing entrance of 
aluminum or bronze in an outstand- 
ing Zouri store front. New book on 
Doors and Entrances FREE. Also illus- 
trated portfolio of Zouri Store Fronts. 


FRONTS 





ZOURI STORE FRONTS, NILES, MICHIGAN 





Send ( ) Door and Entrance Book ( ) Portfolio 
Nome 
Address J-1138 
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thieves smashed a hole through a thick 
brick wall, entering the jewelry store at 
the only spot unprotected by burglar 
alarm, while all around this space is a 
network of wires. 

Avoiding every device of the alarm 
system, and apparently aware of tear gas 
traps, they ignored the larger of two 
safes, removed a section of the office 
partition, and tackled the second safe 
from the back. 

Using the acetylene torch, the safe crack- 
ers cut a hole two feet wide and two and 
a half feet deep, at the only spot in this 
particular make of safe that would allow 
removal of everything in it, without 
giving an alarm or touching off the tear 
gas. 

The thieves took their pick of the most 
valuable jewelry and unmounted dia- 
monds, rubies, emeralds, opals and 
pearls, and departed, leaving behind 
tools, tanks, torches and their painters’ 
uniforms. 

Several pairs of gloves were found— 
evidently worn by the gang at all times, 
as not a legible fingerprint could be 
found on the equipment. The loss is cov- 
ered by insurance. 


JENNINGS TO MANCHESTER 
agate aes of pig 














James W. Jennings 


PROVIDENCE.—James W. Jennings has 
been appointed sales manager of Man- 
chester Silver Co., succeeding the late H. 
R. Emmons. Mr. Jennings for the past 
three years has been with Poole Silver 
Co. of Taunton, and prior to that with 
the former Quaker Silver Co. of Attle- 
boro. 

He has a wide acquaintance through- 
out the trade and is experienced in all 
branches of manufacturing and merchan- 
dising. Mr. Emmons, in addition to his 
duties as sales manager, also acted as 
credit and financial man for the company. 
These latter duties are now being han- 
dled by Edward Palmer. 





Canadians Named to Key Posts 
in Gemological Organizations 


Los ANGELES—Announcement was re- 
cently made of the election to the board 
of governors of the Gemological Institute 
of America of Henry G. Birks, of Henry 
Birks and Sons, Ltd., Montreal. 

The recent announcement of the new 
national board of the American Gem 
Society included the name of C. Q. Ellis, 
president, Birks-Ellis-Ryrie, Toronto, as 
“member from Canada.” 


TINKHAM 75 YEARS OLD 
MeprForpD, Mass.—Charles H. Tinkham, 
local jeweler and watchmaker observed 
his 75th birthday anniversary on Sept. 28. 

Mr. Tinkham is in good health. 
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How 


is Your Belt 
BUSINESS? 


It Could Be Better ! 
If you Featured the 


BRAXTON 


This is not just another leather strap—but 
the only belt manufactured with a special, 
built-m comfort feature. 


When you sell a “BRAXTON” you gain 
a customer and keep a friend. 


Genuine COWHIDE, 1” and 1%”, $18.00 
per dozen without buckles. Genuine 
PIGSKIN, {” and 13%”, $24.00 per dozen 
witheut buckles. (With bronze tongue 
buckles, add $1.50 per dozen extra.) 
Write us. 








STERLING 
BUCKLE 
No. 7903 
$9.00 

A DOZEN 


Tie chains 
to match 
$9.00 
« dozen 





TO DEALERS—Upon request we shall 
be happy to send one of eur salesmen who 
will demonstrate and explain the unique 
features of this belt, including the business 
building, profit making possibilities asso- 
ciated with it. 


Queen City Buckle Mfg. Co. 


TEMPLE BAR BUILDING 
CINCINNATI, OHIO 











GENUINE 
Bohemian Garnet 
Jewelry 


HENRY KLAAS CO. 
86 £. Washington St. Chicage 











' SILVER 
CHROMIUM 











S| SIMERWARE | 38 





SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 








Your JOBBER Has 


NEWALL 
“Quality Findings” 


The Newall Mfg. Co. - Chicago 


Gucomparabl 














OUR WORK COSTS NO MORE THAN 
ORDINARY WORK 
BECKER-HECKMAN CO. 
29 E. Madison St. 


CENTRAL WATCH CO. 


WATCH REPAIRING 
for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 
§ Seuth Wabash Ave. Chicago, IIl. 


CHICAGO, ILL. 











if you want a Complete Catalog of 


¥ FULLERS FINDINGS 


\4, to assist and enable you to 


ORDER FROM YOUR JOBBER 
Write Geo. H. Fuller & Son Co. 
29 E. Madison St., Chicago, III. 


SIMON BROS. 








Wateh Repairers for the better 
trade since 1910. 

References from best concerns in 
the trade. 

5 S. WABASH AVE. CHICAGO 














Genk Gtere Mone fer: Estimate 
and Materiais - No ODtigation 





CAMDEN ARTCRAFT CO. 160 N.Wells St. 


CHICAGO. ILL. 


CHICAGO: 


Trace & Warner, industrial designers, 
are now in their new office, room 1210, 
155 N. Clark Street. 

E. H. Camp, watchmaker, 29 E. Madi- 
son Street, is spending a month in Seattle, 
Wash., where he is visiting his parents 
and brothers. 

The Chase Watch Co. of New York, 
recently opened offices in Chicago at 30 
North State Street to establish better 
facilities for the distribution of their prod- 
uct in this territory. 

Miss Rose Brooks, for many years in 
room 1104 Heyworth Bldg., has been ap- 
pointed ,sales representative in Chicago 
for Jack J. Felsenfeld of New York, carry- 
ing the complete line of Felco cultivated 
pearl necklaces and jewelry. 

C. I. Josephson of C. I. Josephson 
Jewelers, Moline, Ill., was in Chicago 
last month, after an extended automobile 
vacation trip through Pennsylvania to 
the Atlantic Coast, North Carolina, Ken- 
tucky, accompanied by Mrs. Josephson. 

Henry G. Pfordresher, watchmaker and 
dealer, 29 E. Madison St., suffered severe 
injuries, including a broken leg, Oct. 2, 
when he was struck by an automobile as 
he stepped up on the curb at a corner 
near his home, 10055 South Wood Street. 


The Ingersoll-Waterbury Co. Chicago 
offices have been relocated in the build- 
ing at 58 E. Washington Street. ‘The 
executive and clerical offices are now on 
the 18th floor and the service and ship- 
ping department on the 15th instead of 
all combined on the 7th. H. P. Haynes 
is local manager. 


Webb C. Ball II of the Ball Co., son 
of president Sydney Y. Ball, returned last 
month from an extended honeymoon trip 
through the East and South. On Sept. 28, 
Mr. Ball was married to Miss Dorothy 
Davidson of Lake Bluff,’ Ill., and the 
couple is now at home to friends in their 
new home in Evanston. 


Edward R. ‘Tyler, widely known 
jewelry auctioneer, died suddenly Oct. 
22 at his home, 6237 Champlain Avenue, 
Chicago. Mr. Tyler was highly regarded 
in every branch of the trade during his 
more than 30 years’ service. After 
Masonic services in Chicago, the body 
was taken to Fremont, Ohio, his old home, 
for burial. 

Ellis K. Brown, proprietor of the Jewel 
Shop, 9156 Commercial Avenue, South 
Chicago, was married at the Congress 
Hotel on the evening of Oct. 5, to Miss 
Cleo Aline Bernstein of Chicago. Fol- 
lowing dinner for the immediate families 
of the young couple, there was a reception 
attended by several hundred friends. Mr. 
Brown is the son of Charles G. Brown, 
jewelry buyer for Stein & Ellbogen Co. 

After considerable delay, the final 
games of the Chicago jewelers soft ball 
league were played last month, and the 
1938 season shows a reversal of form 
from previous years. The teams and 
their records were: S. Buchsbaum & Co., 
won 12 lost 2; Swartchild & Co., 10-3; 
Emil Braude & Sons, 9-5; A. C. Becken 
Co., 8-6; Swartz & Co., 6-8; The Ball 
Co., 4-9; Benj. Allen & Co., 4-10 and 
Joseph Hagn Co.,, 1-13. 

Dudley C. Spaulding, 80, head of the 
firm of D. C. Spaulding & Son, watch- 
makers and jewelers, 5422 Kenwood 
Avenue, died recently after a long ill- 
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ness. After an apprenticeship in Par- 
sons, Kan., Kansas City, Mo., and Zum- 
broto and Red Wing, Minn., he operated 
a store in Wabasha, Minn., and in 1915 
established here. His son, J. B. Spauld- 
ing, who became affiliated with the firm 
20 years ago, will continue the business 
under the old name. 

A special meeting of the Golden 
Roosters of Chicago was held Oct. 13, 
in the quarters of the Chicago Jewelers 
Club in the Pittsfield Bldg. Following 
dinner, Chanticleer Dave Newman called 
the meeting to order. Candidates were 
selected for incubation at the annual Fall 
Frolix which will be held at the Audi- 
torium Hotel, Nov. 11. The victims on 
that occasion are to be William Burns 
and Walter J. Connor of Ingersoll-Water- 
bury Co.; W. A. Kaufman, Jr. of A. 
Hirsch Co.; Perry L. Maellenbrock, Wal- 
tham Watch Co. and George P. Plant, 
Benj. Allen & Co. 

The Metropolitan Chicago Chapter of 
American Gem Society held its annual 
meeting in room 529, Pittsfield Bldg., on 
the night of Oct. 12, with more than 30 
present. President H. Paul Juergens pre- 
sided and the meeting opened with a talk 
by Dr. A. J. Wolcott, who told of his trip 
to Oregon, Washington and other states, 
and presented specimens of quartz and 
petrified wood secured while there. Of- 
ficers were re-elected for the coming 
year. Mr. Juergens announced that the 
conclave has been tentatively arranged 
for April 15, 16, 17 or 18 at the Stevens 
Hotel. The Chicago group will continue 
the study group meetings started last 
summer, so there will be two meetings 
each month, the regular and the study 
meetings. After the business session, the 
members gathered around the tables and 
resumed their work on identification of 
stones. 





AniOpportunity, That Means 
MONEY in your POCKET! 


Limited number of ambitious young 
men invited to learn watchmaking 
at famous college 


Expert watchmakers are in demand! They 
can hold fine-salaried positions with jewel- 
ers or build up businesses of their own. 
Enroll at ELGIN, under the auspices of 
the Elgin National Watch Company. 
Study includes actual shop routine under 


competent instructors. Moderate tuition. 
Get full information now by writing 
Dept. G-1. 


ELGIN WATCHMAKERS COLLEGE 
E. L. Schmidt, Registrar Elgin, Ill. 


DIAMOND CUTTING 


Re-Cutting Price List—Special 


Y% and 4% Carat $5; % and % Carat $9 
¥% and ¥, Carat 7| % and 1 Carat 10 














Removing Chips $1.50 to $3.00 


Estimates Farnished 
Memo selection of diamonds on request. 


Stein & Ellbogen Company 
Diamond Cutters and Importers 
55 East Washington St., Chicago, Ii. 
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81 Retail Stores Represented at lowa R.J.A. Convention 





lowa Retail jewel 
ers Association offi 
cers: F. R. Robinson 
Sumner; Mark Sva 
cina, Marshalltown 
and Louis Pratska 
Cedar Rapids, direc 
tors; H. C. Kirkberg 
Fort Dodge, secre 
tary - treasurer, anc 
H C. Hands, lowa 
City, president 


Cepar Rapips, la.—The 32nd annual 
convention of the Iowa R.J.A. at the 
Roosevelt Hotel, Sept. 25th and 26th, was 
a success beyond expectations. Eighty-one 
retail stores were represented by more 
than 100 men and their wives and 31 rep- 
resentatives and members of the Hawk- 
eye Boosters were registered. 

Officers reelected are: H. C. Hands, 
lowa City, president; H. C. Kirkberg, 
Ft. Dodge, secretary-treasurer, and Mark 
Svacina, Marshalltown; Ralph Plumb, 
Des Moines; Louis Pratska, Cedar 
Rapids; F. R. Robinson, Sumner, and 
Grant Dudgeon, Ames, directors. Special 
membership committeemen will be ap- 
pointed in different sections. 

The Sunday program started with a 
golf tournament at the Cedar Rapids 
Country Club, with free theatre tickets 
for those who did not care for golf, and 
from 3 o’clock to 4 o’clock women visitors 
had afternoon tea with local jewelers’ 
wives as hostesses. At 6 o'clock visitors 
were guests of the Hawkeye Boosters 
under the leadership of retiring presi- 
dent, Nate Drobner, Bulova, President 
George Michalka, Benj. Allen & Co., 
Vice-president Harry Lossan, Lossaw & 
Kraemer, and Robert Rielley, C. & E. 
Marshall Co. 

The Monday morning session closed 
with a demonstration of the Gibbs Time- 








ANNOUNCING 
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WATCHES 


New in name, but the quality and 
accuracy is backed by years of ex- 
perience in the watch field 


After carefully selecting a move- 
ment of definite quality, we have 
added style, and every watch is 
cased and electrically timed under 
strictest supervision in our Chicago 
shops, guaranteeing accuracy. 


Handsome, distinctive boxes, styled 
individually for men and women. 


A request on your letterhead will 
bring full particulars on hew you 


may secure a Phalor Watch fran- 
chise for your city. Write at once. 


PHALOR Watcu Co. 


Paul Rosenberg, Mgr. 
5 So. Wabash Ave. Chicago 
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O-Graf by Robert Rielley and J. J. Looka- 
baugh, representing C. & E. Marshall Co. 

First speaker on the afternoon program, 
Albert Ellbogen, Stein & Ellbogen Co., 
Chicago, talked on the advantages and 
pleasures to be realized in the jewelry 
business, as well as the trials and vicissi- 
tudes which beset. Particularly interest- 
ing, was his recital of the efforts of Chi- 
cago jewelers to curb crimes against the 
trade, during which he cited the history 
of several cases handled by the Good & 
Welfare Committee of the Chicago Jewel- 
ers Association. 

Motion pictures were presented by the 
Elgin National Watch Co., showing oper- 
ations in their factory and observatory. 
One of the most instructive talks of the 
convention was by D. Lumbard, of M. A. 
Lumbard Co., Des Moines, on precious 
and semi-precious stones. 

Then followed the election of officers 
and the committee reports. After discus- 
sing plans for next year, it was unani- 
mously decided to again meet in the fall 
and a selection of the place was referred 
to the officers. 

About 200 attended the convention 
banquet held Monday night when a floor 
show was presented. 





Past President’s Day is Held by 
Chicago Jewelers Association 


Cuicaco—More than 100 members at- 
tended a luncheon of the Chicago Jew- 
elers Association at the Sherman Hotel, 
Oct. 20, when Tom Welhelm, former 
chief of Central European staff of Inter- 
national News Service, talked on events 
of the past four years. 

The October meeting each year is past- 
president day, and on this occasion ten 


former presidents were presented by 
President John G. Leiner. They were 
Guy V. Dickinson, Albert Ellbogen, 


Frank Milhening, Harry Radix, A. C. 
Becken, Jr., Howard Schaeffer, B. C. 
Allen, John Hardin, Charlie Ross and 
H. Paul Juergens. 

Handy & Harmon, Inc., and Marathon 
were elected to membership. 





Goldman Jewelry Co. Takes Over 
Oppenstein Bros., Kansas City 


Kansas City, Mo.—The Goldman 
Jewelry Co., which celebrated its 50th 
anniversary in 1936, recently acquired 
the business of Oppenstein Bros., local 
retailers for 36 years, now retiring from 
trade. The Goldman Co., which has ac- 
quired the leasehold, furniture, and fix- 
tures, will occupy the present Oppenstein 
store at 1103-05 Walnut Street after an 
extensive remodeling, early next year, 
when the transaction becomes effective. 
Louis Oppenstein, who died last spring, 
was most active in the management. 
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WHERE TO BUY 


WATCH DIALS 
REFINISHED 


i” RESTORING 
Healy c 

E SENTIAL T T 
a’41.0 clic me) \amele)-1-) 


Heyworth Bidg., Chicage, iil. 


Allen Bidg. 
315 W. 5th St. 
ry Les Angeles, Calif. 
P Seaboard B' 
+ Seattion Wash 


220 Bagley Av., Detroit 














McRAE & SHAW 
168 N. Michigan Ave. 
CHICAGO, ILL. 


Originators of 


“THE OLD TATTLER" RADIO PROGRAM 
“EXCLUSIVELY FOR JEWELERS” 








Protects silver from tarnish. 


Easily applied, harmless, not a lacquer. 
Send for sample. 


Welmaid Manufacturing Corporation, 
Dept. 6—5852 Broadway, Chicago 











WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO 
612 METROPOLITAN BLDG. 










































DETROIT, MICH. 
Acme WATCH CO. 
5S S.WABASH AVE. CHICAGO ILL. 
USED WATCH *% 
m 
MATERIALS = 
o 
Ti 
USED MOVEMENTS =) 
Good Condition =] 
Good ~~ 2 
0-Size Elgin, m 
Zi, S208 18h: 8.00 2 
ie 
15 $1.75 ~ isi, $2.75 | THE PRICE OF == 
71, $2.25 — 155, $3.25 NEW MATERIALS (= 
Wheels, pinions, 4 
pallet forks, etc. 
for all watches. 
Send sample of 
what you want! All 
Guaranteed! Remit 
only if satisfactory. 


























GRAU & HUBER 
Manufacturing Jewelers 
Diamond Setting 
Special Order Work 
Watch and Jewelry Repairing 
Engraving and Carving 
Of All Kinds 
Founded 1918 
416 CLARK BUILDING 


PITTSBURGH, PA. 
Telephone: ATiantie 1465 








HEEREN & CO. 


SPECIAL ORDER WORK 


GOLD & SILVER 


PLATING 
JEWELRY REPAIRING 


New Lecation 
603 Manufacturers Bidg. 
530 Duquesne Way, Pittsburgh, Pe. 








JEWELRY REPAIRING 
DIAMOND SETTING @ DESIGNING 
SPECIAL ORDER WORK 


BAUER & MUTSCHLER 


405 Clark Bidg., Pittsburgh, Pa. ATlantic 2336 








DIAMOND SETTING 
JEWELRY REPAIRING 
SPECIAL ORDER WORK 


Prompt service and careful attention given te 
| orders. 


TRIANGLE 


JEWELRY MFG.CO. 
602 Clark Bidg.. Pittsburgh, Pa. At. 7/723 








WANT TO BUY 


Paul Revere, Hampton Court, Patrician, Adams, 
Vintage, Queen Anne and other discontinued Silver- 
plate and Sterling patterns for cash at 50% of retail 
price. We sell discontinued patterns at 75% retail 
price—write us. 


SILVER STATE EXCHANGE 
695 


Box Colorado Springs, Colo. 











J. A. DARCY 


Inventur and Sole Manufacturer of 
JOB ENVELOPES with 


HAND-ATTACHED 
HEAVIER COUPONS 


Printed to ORDER and Numbered in 
DUPLICATE, they furnish the ut- 
most in convenience, safety and sat- 
isfied customers. 

Send for samples of all types en- 
velopes, watch tags and printed mat- 
ter for Jewelers. 


310 DOUGLAS AVE.., 
Kalamazoo, Mich. 














PIT TSBURGH: 


S. Mallin, North Side jeweler, is erect- 
ing a new store front. 

Sable Bros., wholesale jewelers, are 
now located at 315 Clark Bldg. 

Paul S. Hardy, president of the Hardy 
& Hayes Co., Inc., 527 Wood Street, has 
returned from a business trip to New 
York. 

C. G. Mortimer of Heeren & Co., man- 
ufacturing jewelers in the Manufacturers 
Bldg., reports business conditions as 
steady. 

Emanuel De Roy, manager of the 
Johnstown, Pa., branch of S. H. De Roy 
& Co., spent a few days at the Pittsburgh 
offices recently. 

Frank Lincoff, jeweler of Weirton, W. 
Va., was in Pittsburgh buying holiday 
merchandise recently, optimistic over 
holiday prospects. 

Harry Silverman, vice-president of the 
Samuel Weinhaus Co., Inc. and Mrs. 
Silverman, returned recently from a so- 
journ on the Pacific Coast. 

M. Freedland, jeweler of East Liver- 
pool, O., was among the large number 
of buyers to call upon Pittsburgh whole- 
sale jewelery houses recently. 

Davis Weis, member of Grafner Bros., 
wholesale jewelers, 818 Liberty Ave., has 
returned from a_ successful road trip 
through the tri-state district. 

Herman Auerbach, Pittsburgh district 
manager for M. A. Mead & Co., Inc., 
Chicago, has been calling upon retail 
jewelers in West Virginia and Ohio. 

Walter M. Bonn, treasurer of the M. 
Bonn Co., Inc., 713 Penn Avenue whole- 
salers, slipped over to New York for a 
few days recently to make last-minute 
purchases. 

Martin Morrow, prominent McKeesport 
jeweler, has recently modernized his 
establishment. The work was done by 
C. Proessler & Son Co. and includes com- 
plete new fixtures. 

Recent out-of-town buyers who called 
upon the Pittsburgh wholesale jewelery 
trade included: E. E. Nale, Apollo, Pa.; 
H. G. Phillips, Vandergrift, Pa.; A. Zin- 
namon, New Kensington, Pa., and Harry 
Porter, Charleroi, Pa. 

B. Harton, for many years a retail 
jeweler in McKees Rocks, Pa., died re- 
cently of heart attack. He had operated 
a store there for more than 30 years. 
Besides his widow, he leaves one daugh- 
ter, Mrs. Louis Melnick, whose husband, 
a former local diamond merchant, died 
early this year. 

Mr. and Mrs. John M. Roberts III, and 
son, John M. Roberts IV, were marooned 
in Hartford, Conn., for several days dur- 
ing the recent hurricane. They were 
enroute to Harvard University, where 
their son is a student. J. Loughrey 
Roberts, and family, have returned from 
their summer home in the Fox Chapel 
district to their Forbes Street residence. 

William H. Sample, vice-president of 
Grogan Co., Inc., 541 Wood Street, says 
that diamond and watch sales have been 
showing considerable activity. This firm 
has also enjoyed a good wedding busi- 
ness in recent months in sterling. W. F. 
McChesney, vice-president of the Gor- 
ham Co., and James F. Gorman of the 
same firm, spent a few days recently 
with Grogan executives. 

Alterations and modernization plans 
at W. W. Wattles & Sons Co., Inc., 517 


108 





Wood Street, include a new Westing- 
house elevator, an efficient lighting instal- 
lation by the Pittsburgh Reflector Co. and 
new display fixtures and decorations. 
David Walton, manager, stated that the 
firm is anticipating a good holiday trade 
and that J. Harvey Wattles of Washing- 
ton, D. C., president of the company, will 
come on for the Christmas rush. 





Kirk-Rich Opens Detroit Branch, 
Now Fits Crystals at Dallas 


The Kirk-Rich Dial Corp., has opened 
a new office and shop at 1040 Michigan 
Building, Detroit, Mich. This shop, the 
sixth the company has opened in the last 
12 years, is equipped with facilities for 
refinishing every type of dial. R. C. Ho- 
gan, formerly of the Chicago and Dallas 
offices, is in charge. Besides these of- 
fices, the company operates shops in Los 
Angeles, Seattle and Pittsburgh. 

The same company on Oct. 1 opened a 
new crystal fitting shop in connection with 
its office and shop at Dallas, with E. L. 
Kimble, manager of the Los Angeles of- 
fice, in charge of opening the new depart- 
ment. 


GRAFNER BROS. 


GENERAL LINE 





VALUE AND ASSORTMENT 
SPECIALIZING 


DIAMONDS 


* 
618 LIBERTY AVE., PITTSBURGH 




















GOLD and SINLVIER 


Scrap and Wastes 


PURCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 


VERNON-BENSHOFF CO. 


933 Ridge Ave. Pittsburgh, Pa. 
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Sterling Silversmiths Guild 
Inaugurates Mat Service 


The Sterling Silversmiths Guild of 
America has inaugurated a mat service 
for the convenience of retail jewelers 
who advertise and sell sterling silver 
flatware. This service was established 
as the result of some observations made 
in the field of advertising on behalf of 
the association and which showed that 
for various reasons sterling flatware ad- 
vertising left much to be desired. It was 
found that the chief reason for this con- 
dition was due to the fact that jewelers 
could not always use in their entirety, 
the mats supplied by individual manufac- 
turers. ; 

This mat service, which will be sent 
gratis to jewelers, from Guild headquar- 
ters, 20 W. 47th St., New York, includes 
a number of varying sized mats with 
spaces to insert patterns of the jeweler’s 
own selection. The individual guild mem- 
bers in turn will supply free to the jew- 
elers, mats of their own spoon handles. 
The advantage of this plan is that all of 
the patterns of all of the manufacturers 
available in this service have been 
drawn by the same artist and the mats 
developed by the same matrix maker, 
making the completed mat a neat, trim 
and artistic job. 





Committees Complete Plans for 3rd 
Annual Federation Dinner 
in New York Nov. 17 


A committee of 125, representing all 
branches of the jewelry industry, has been 
organized for the third annual dinner of 
the jewelry division of the New York and 
Brooklyn Federations of Jewish Charities, 
to be held Thursday, Nov. 17, at 6:30 
p. m., at Essex House, 160 Central Park 
South, it was announced by Aaron 
Sverdlik, chairman of the arrangements 
committee. 

Leading jeweler manufacturers, re- 
tailers, jobbers and wholesaler dealers, 
representatives of watch manufacturers, 
smelters, refiners and precious gems are 
on the dinner committee and enlisting 
support for the affair, Mr. Sverdlik 
stated. 

The full committee in charge of the 
affair follows: sponsoring committee, Ira 
Guilden, chairman; Alexander E. Arn- 
stein, Benjamin Eichberg, Eliot P. Hirsh- 
berg, Mr. Sverdlik, Milton Weill, co- 
chairmen; vice-chairmen, diamonds, Alex- 
ander M. Arnstein; watch importers, 
Benjamin Lazrus; manufacturing jewel- 
ers, Jacob H. Schaefer; jewelry jobbers, 
Lawrence B. Malawista; platinum, dia- 
mond jewelry, Oscar Heyman; American 
watches, Royal C. Linthicum; wholesale 
jewelers, Louis Aisenstein and Walter 
Lampl; retailers, Leo Kobrin and Victor 
A. Lambert; pearl and gem dealers, 
Julius Kaufman; smelters and refiners, 
Sigmund Cohn; jewelry novelties, Tobias 
Stern; case manufacturers, Harvey S. 
Dinstman; attachments’ manufacturers, 
Saul I. Ritter; silverware, M. Fred 
Hirsch. 

Arrangements committee: Mr. Sverdlik, 
chairman; Alexander M. Arnstein, Mr. 
Eichberg, Edward J. Gross, Sidney B. 
Gurfein, Samson Hittner, Benjamin Hoff- 
man, Walter L. Kahn, Emil Koenig, Mr. 
Kobrin, Isidor Lassner, Mr. Lazrus, Mr. 
Linthicum, Mr. Malawista, Henry Miller, 
Norman M. Morris, William B. Ogush, 
Carl Ornstein, Milton Rosenberg, Mr. 
Schaefer, Maurice J. Schless, Edward L. 
Stern, Tobias Stern and Mr. Weill. 
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Feeling the Pulse of the Trade 











RETAIL JEWELRY SALES MAP FOR OCT. 1, 1938 
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The accompanying map shows how jewelry store sales during September in each 
of the states for which figures are available compared with sales for September, 1937. 
The upward trend continued for the second successive month, carrying J.C.-K.’s jewelry 
sales index to 105. Sales averaged 17 per cent higher than in August, but lagged 146 


per cent under September, 1937. 


The improvement was most apparent in the Pacific and Southwestern States. Both 
Arkansas and Oklahoma registered fractional gains in jewelry store sales over last 
year, while Arizona’s sales were on a level with last year’s, and California, Oregon and 
Washington reported only slight declines. In Los Angeles, September jewelry store sales 
carried 10.5 per cent ahead of last September's. Other principal cities showed losses, 
Chicago, 24.5 per cent; St. Louis, 19.5 per cent, and San Francisco, 23.7 per cent. 

These figures are based on the combined reports of 865 jewelry stores spread 
through 27 states which supply data to the Current Statistical Service of the Bureau 
of Foreign and Domestic Commerce. Their combined volume for September, 1938, was 
$2,388,800, as compared with $2,348,800 in August and $2,798,400 in September, 1937. 

Data are not shown for Florida, Montana, Nevada, New Mexico and Wyoming 
because of an insufficient number of reports. When a few more jewelry stores in these 
states furnish their sales figures, the Current Statistical Service can publish combined 


information for these areas. 
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RETAIL JEWELRY STORE SALES 400 
Month by month for past two years 
Taking January 1938 as 100: 
Sales for September 1938 were 105 300 
Sales for August 1938 were 103 
Sales for September 1937 were 124 
200 
> 
4119384. 
a ee oo — >Lecod === 100 
° 
JAN. FEB. MAR, APR. MAY JUNE JULY AUG. SEPT. OCT NOV DEC. 
PHILADELPHIA Redecoration of the interior of its store 


(From page 100) 


An encouraging report on the immedi- 
ate future in the jewelry industry was 
given by Wilson A. Streeter, head of 
Bailey, Banks & Biddle Co., Inc., 1218 
Chestnut St. Mr. Streeter declared a more 
optimistic tone, accompanied by a lifting 
of tension, was noticeable in the retail 
market. A number of wholesale jewelers 
reported heavy fall buying. 
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was completed last month by Harburger’s, 
1014 Chestnut St. 

Twenty-three full time students have 
been enrolled for the fall semester of 
the 42nd year of the Philadelphia College 
of Horology, Arthur T. Johnson, prin- 
cipal of the school, announced last 
month. The students have enrolled for 
courses in watchmaking and engraving 
and are in addition to 18 students regis- 
tered for part-time courses at the college. 






























































DIAMOND CUTTING 


expert work .. . fast service 


cues oieeeeweue $ 9.00 per carat 
10.00 per carat 
11.00 per carat 
12.00 per carat 
14.00 per carat 
. 16.00 per carat 
18.00 per carat 
26.00 per carat 


LITWIN & SONS 


114 West Sixth St. 
CINCINNATI, OHIO 
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Sole Distributors of 
MISS VANITY and LORD JASON 


Jewelry, and distributors of all im- 
portant nationally advertised jewelry 
lines. Elgins better values than ever— 
also Croton and Broadway watches. 


THE D. JACOBS SONS CO. 


811 Race Street, Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 years. 








Diamond Rings - - -Specializing in 
Diamond Rings 
you can sell, 

Jewelry - - - - - =Largest assort- 
ment and lat- 
est styles. 

Kenwood Watches -You can sell 
with satisfac- 
tion and right 
price. 


KLEIN BROS. CO. 
WHOLESALE JEWELERS 
617 Vine St. Cincinnati, Ohio 






















LOCKETS 


Complete with 18- 
inch Rope Chains 
all 1/20 12Kt. GF 
Quality put up in 
individual gift dis- 
play boxes. 


ONLY $4.00 
EA. KEYSTONE 
Five Different Shapes 
Available, Including 
Heart Shape. Send for 
Selection Today. 


S. SILVERMAN CO. 


525 WALNUT ST. CINCINNATI, O. 






























FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 
ELGIN—*HAMILTON 
*ZONES 7-8-13-17 
WALTHAM PREMIER WATCHES 
1847 ROGERS BROS.— 
WM. ROGERS SON— 
COMMUNITY SILVER PLATE 


Also all well known jewelry lines 


GERWE-FROHMAN CO. 
CINCINNATI OHIO 



















Mrs. Amelia B. Savin, wife of Sam 
Savin, diamond dealer, died suddenly 
at the family residence 756 Red Bud 
Ave., Avondale. Mrs. Savin was born 
in Germany. Savin’s Loan & Jewelry 
Co., store is at 36 E. Sixth St. 

The watchfulness of a passing motorist 
led to the arrest of a youth who smashed 
the window at Harold Mouch’s jewelry 
store, 7202 Vine St., Carthage, and stole 
six watches valued at $100. The motorist 
obtained the license number of the ma- 
chine used by the driver, who was ar- 
rested the following day. 

Four road representatives of A. Sauer 
& Co., manufacturers of Kon-Ite and 
tubular watch straps, are making their 
last trips of the season. Joseph Posner 
is in the West and will go as far as 
Vancouver, B. C. Edward Sauer is in 
the southeast territory, Edward Meyer 
in the Central West while Stephens Lucas 
is going through New England. 

The new store opened by Joseph Vogel- 
sang, jeweler, at the northeast corner of 
Fifth and Main Sts., directly across from 
the Federal Building, is a study in black 
and white. The exterior consists of black 
structural panels and crystal clear dis- 
play windows which have a white back- 
ground. The business formerly was lo- 
cated in a smaller store nearby on E. 
Fifth St. but because of increasing busi- 
ness he moved into a more prominent 
location. The formal opening was well 
attended. 

The Balance Wheels ticket swept into 
office at the annual election of Cincinnati 
Guild, Ohio Watchmakers’ Association. 
The entire list was named with the ex- 
ception of Hans Demmer, candidate for 
a three-year term as a member of the 
executive board on the Train Wheels 
staff. The list includes: Richard Auken- 
thaler, president; Leo Hoffer, vice-presi- 
dent; Joseph Besse, recording secretary; 
Rudolph Flaxmeyer, financial secretary 
and treasurer; Joseph A. H. Voss, corre- 
sponding secretary; William Grogan and 


Hans Demmer, executive board; Nick 
Rabong, sergeant-at-arms and Edward 
Mittendorf, legal counsel. The local 


Guild will continue its campaign to place 
a watchmakers’ licensing law on the 
statute books of Ohio. 





Nebraska Court Holds Fair Trade 
Act Unconstitutional 


LINCOLN, NEBR. — Nebraska’s unfair 
trades practices act, passed at the last 
session of the legislature, was declared by 
the state supreme court in October to be 
an invasion of the constitutional rights of 
the title-holder to property to sell it in 
such innocent manner as he pleases and 
at such prices as he can obtain in fair 
barter. 

The law, patterned after a California 
statute which was upheld by the highest 
court in that state, made it unlawful for 
a retailer to sell at less than cost plus 6 
per cent. 

Declaring that the supreme court has 
repeatedly held that the common law 
right of property is secured by the consti- 
tution, Judge Eberly said the “conclusion 
is that the constitutional guarantees of 
this bill of rights (which forbids discrimi- 
nation as between citizens) contemplate 
that every person legally possesses the 
right of acquiring the absolute and un- 
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qualified title to every species of prop- 
erty recognized by law, with all rights 
incidental thereto, and, in connection with 
the rights of personal liberty, it includes 
the right to dispose of such property jp 
such innocent manner as he pleases, and 
to sell it at such price as can be obtained 
in fair barter.” 


Armed Bandits Seize $30,000 Gems 
in Indianapolis Station 


INDIANAPOLIS, IND.— Just as he was 
about to board a train to Cincinnati, on 
Sept. 30, Sigmund Berger, jewelry whole- 
saler of 580 Fifth Avenue, New York, 
was the victim of a surprise attack by 
three or four armed thugs on a busy 
platform in Union Station here. A case 
containing nearly $30,000 in jewelry was 
wrenched from his hands. 

Mr. Berger began to shout “Hold-up” 
at the top of his lungs when his bag was 
stolen, unaware that there were three or 
four bandits back of him with drawn 
revolvers. Although the platform was 
crowded no one attempted to stop the 
robbers. Mr. Berger chased the fleeing 
men to the door of the station where he 
was confronted with the drawn guns of 
the bandits just as two of them were start- 
ing away in a waiting auto. 

Mr. Berger was returning East from 
a sales trip which had taken him as fa: 
West as Omaha. His movements had un- 
doubtedly been observed during the two 
days he was in this city for the robbers 
grabbed only the case containing the 
jewelry, leaving another which contained 
personal effects. The loot was platinum 
diamond bracelets, clips, rings and 
brooches, and each was stamped with the 
trade mark “SB.” The loss is covered 
by insurance. 





GASSER STORE SOLD 


FREMONT, O.—After 80 years the Gas- 
ser family is withdrawing from _ local 
trade, with the announcement that Walter 
W. Gasser has sold his store at 411 W. 
State Street to the Sigmund Sorg Jewelry 
Corp. of Elkhart, Ind. The store was 
opened by Mr. Gasser’s grandfather in 
1858. 





AT YOUR SERVICE 
ELGINS — *HAMILTONS | 


*Zones 6-7-8 


VIRGIN DIAMONDS 
CELLINICRAFT JEWELRY 


Lines of quality and style that give you pro- 
tected profits. 

You can recommend them to your customers 
with confidence. 


GREENWOLD-GRIFT CO. 


The house of quality end service. 
18 West Seventh St. Cincinnati, Ohio 











WESTERN TRAY & CASE C0. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 













427 PLUM ST. CINCINNATI, O. 


, 
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D. C. Percwal & 








Co., Inc., Plans Diamond Anniversary 






The staff of one of the nation’s oldest wholesale jewelry houses hears a review of its 
three-fourths of a century history. 


Boston—Plans for celebrating in Janu- 
ary, 1939, the diamond anniversary of 
D. C. Percival & Co., Inc., wholesale 
jewelers, at 373 Washington St., were out- 
lined at a dinner given by the manage- 
ment for the sales and office personnel 
Oct. 5 at the Boston Garden Club. 

Lawrence F. Percival, treasurer, pre- 
sided and reviewed the organization’s 
long history. Other speakers were Nor- 


man Hayes, general manager, and execu- 
tives of several departments. 

The firm was organized in 1864 by the 
late David C. Percival, a native of Cape 
Cod, then 26 years old. One of his two 
original partners retired in 1872, and the 
firm was reorganized at 392 Washington 
St. as Percival & Morris. Daniel Morris 
later left the firm, and a few years after 
removing to the Jewelers Building the 
business was incorporated under its 
present title. 











FTC Charges Josten Mfg. Co. With 
Deceptive Practices 


WasHINGTON, D. C.—In a complaint 
issued by the Federal Trade Commission, 
Josten Mfg. Co., Owatonna, Minn, 
manufacturer of school class rings and 
other similar jewelry, is charged with 
unfair competition and unfair and de- 
ceptive acts and practices in the sale of 
its products. 

Through its salesmen, who call on 
prospective graduates of high schools, and 
in its printed matter, the respondent com- 
pany is alleged to have made false and 
misleading representations, among which 
are the following: That Josten Mfg. Co. 
is the world’s largest producer of fine 
class rings, announcements and awards, 
when such is not a fact; that its rings 
designated “Duratone,” which in fact are 
composed in part of base metal, are solid 
10-karat gold; that certain of its rings, 
which are in fact partly hollow, are solid 
10-karat gold, and that rings stamped by 
the respondent as 10-KT are solid 10- 
karat gold, when such is not a fact. 





Gainey Issues Statement 

Daniel C. Gainey, president of the 
Josten Mfg. Co., termed the F.T.C. com- 
plaint “just a new twist in a long 
industrial quarrel,’ which, he said, ex- 
tends back over the last 15 years, during 
which his firm grew “from a small town, 
local concern into one of the national 
leaders in the class ring and announce- 
ment industry.” He stated that Josten 
Mfg. Co. this year is producing more 
than six times as many rings as in 1928. 

Mr. Gainey said that it has been 
claimed that his company has no right 
to advertise “World’s largest producers 
of fine class rings, announcements and 
awards,” largely because the company 
does not produce its own announcements. 
In answer, he claimed that Josten’s buys 
the paper, designs the line and manages 
the announcement department, and that 
the announcements are made and stamp- 
ing operations and plate cutting are 
carried on at the Brochon Engraving Co., 
Chicago, of which company, he said, he 
is president and owner of the controlling 
interest. 
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The Josten Dura-Tone bimetallic ring, 
said Mr. Gainey, has thousands of satis- 
fied wearers, and the company’s literature 
explains how the ring is constructed. 

“At least 80 per cent of the closed back 
all-metal rings in most jewelry stores 
have a substantial inner cavity,” he said. 
“Just the same of class rings. Rings of 
this type have always been sold as solid 
gold, meaning solid in the ‘qualitative’ 
sense; that is made entirely of 10K or 
14K gold, with no base metal being used, 
as is used in gold filled articles.” 

The Jewelers Vigilance Committee, he 
said, has “had no part in this affair.” 

Mr. Gainey denied that Josten Mfg. 
Co. ever stamped a ring “10KT,” and 
said the contention that it has stamped 
rings “10KT” that are really not “10K” 
is incorrect. Mr. Gainey concluded: “We 
are not worried about the final outcome” 
(of the F.T.C. complaint), “once all the 
facts are in.” 





Silverware Samples in World’s Fair 
“Time Capsule” 


As part of the fanfare of publicity by 
which the public is kept aware of the 
advent of a 1939 World’s Fair in New 
York, appropriate ceremony was made 
recently of the burying away of a “time 
capsule.” This torpedo-shaped metallic 
cylinder was made by, and buried in the 
exhibit space of, the Westinghouse Elec- 
tric & Mfg. Co. at the Fair Grounds. In 
it and sealed away for posterity are ten 
million words, a thousand pictures, but 
necessarily only a few “things,” all await- 
ting discovery by the archeologist of 6939. 
The microfilm record in words and 
pictures is intended to disclose not only 
the present extent of man’s knowledge 
and attainments, but. how we live, eat 
and sleep, work and play. 

In choosing the few vital exhibits 
which could be included, the Westing- 
house Co. selected among others a set- 
ting of Heirloom Plate in the Grenoble 
pattern, which was supplied by Wm. A. 
Rogers, Ltd., Oneida, Ltd., successor. 

A Remington Close-Shaver was se- 
lected to typify the shaving comforts of 
1939. 
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The Outstanding 
GIFT ITEM 
of the SEASON 


“KARVIT” 






@ New and ap- 
pealing as a Gift 
Department item. 


@ Practical and in- 
dispensable as a 
table accessory. 


THEsE roast tongs are the answer to 
any good host’s carving problems 
“KARVIT” holds the roast firmly and 
makes it easy to carve fowl, beef, leg of 
lamb and other similar delicacies fresh 
from the oven with the fine precision of 
the skilled chef. Show your customers 
that with “KARVIT”’ they can “carve 
without embarrassment’’—and you will 
add another sale for the day. 





The highly polished chromium finish 


of “KARVIT’”’ blends in perfect 
harmony with the elegance of silver 
and gleaming china. 


Dealers’ Price $12.00 a dozen. 
2% 10 days. F. O. B. Cincinnati, Ohio 


KARVIT DIVISION 


QUEEN CITY BUCKLE 
MFG. CO. 


TEMPLE BAR BUILDING 
CINCINNATI, OHIO 
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Where to Buy 
IMPORTED 


China and Glass 











SHORT LINES—SERVICE PLATES 
Dinnerware from the 


Heinrich & Co. and 


Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. New York, N. Y. 


W. E. LINDEMANN 


GLASS 





CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 

FROM STOCK 


225 FIFTH AVENUE, N. Y. 
THEODORE HAVILAND 


CHINA DINNERWARE 


Made in Made in 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 


THEODORE HAVILAND & CO., Ine. 
26 W. 23rd St. New York 


JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Co. 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 























162 Fifth Avenue, New York City 





ROYAL DOULTON 


English Bone China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 


IRISH BELLEEK 
The original production 


WM. S. PITCAIRN CORPORATION 
104 Fifth Ave. New York, N. Y. 


Renee 


Famous the World Over 








Available from New York Stocks 
ROSENTHAL CHINA CORP., 149 Sth Ave., New York 





CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


im steck for immediate delivery. G t 
variety ef patterns and desi “4 aes 
Wire your urgent Be 


PAUL A. STRAUB & CO., Ine. 


Importers. 105-107 Fifth Ave., New York 


CHINA 





ROYAL CAULDON and COALPORT 


China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 

GIBSON & SONS TEAPOTS 


EDWARD BOOTE 2:2 .2%,%% 





NEW YORK, WN. Y. 





In the Field of Advertising 
and Trade Promotion 





“The Krementz Gentleman’s Dress 
Chart—What the Well Dressed Man 
Wears on Every Occasion” is the title of 
an attractive two-color folder issued by 
Krementz & Co., Newark, for dealer dis- 
tribution to customers. The chart lists 
what jewelry and clothing should be worn 
for formal and_ semi-formal evening, 
formal day, business and spectator sports 
and country dress. To help dealers in- 
terest customers in the chart, Krémentz 
& Co. is furnishing without cost small 
cards and easel cards for window and 
inside display, and newspaper ad mats, 
and suggests that window and _ inside 
displays be tied in with newspaper ad- 
vertising. 


* . * 
Reversing the trend toward lower 
prices in the electric razor industry, 


Gillette Safety Razor Co., Boston, an- 
nounced last month that its new dry 
shaver will be priced at $20. Officials of 
the company express confidence that con- 
ditions warrant introduction of a preci- 
sion-built shaver at this price. Develop- 
ment work was completed months ago 
but introduction has been withheld until 
this time. The shaver is now in full 
production, and national distribution is 
being made, backed by a comprehensive 
merchandising and sales program to be 
launched immediately. 
* * * 

The fall advertising program of the 
Longines-Wittnauer Watch Co. schedules 
Longines announcements and time signals 
over 100 radio stations, full-page and 
large space advertising in 35 national 
magazines reaching 17,000,000 readers 
and newspaper, car card and theater and 
sports program advertising. The company 
has sent its new 1939 counter book and 
catalog picturing watches with a retail 
value of $330,000 to its authorized retail 
agencies. Besides Longines watches, pic- 
tures are shown of Vacheron and Con- 
stantin, Touchon and Agassiz watches. 

* . * 


Manning, Bowman & Co., electric ap- 
pliance manufacturers of Meriden, Conn., 
have acquired Zephyr Shaver Corp.’s 
Zephyr electric safety razor. The razor, 
to be known as the Manning-Bowman 
Zephyr, is now available through Man- 
ning-Bowman distributors. A large na- 
tional advertising campaign for the 
product has already begun, to continue 
this fall in The Saturday Evening Post, 
Life, Time, Esquire, American Magazine 
and Collier’s. Dealer helps include win- 
dow and counter displays, mailing pieces 
and mats. 

* * * 

Elgin National Watch Co.’s Christmas 
advertising campaign includes full-page, 
full-color advertisements in November 
general magazines and women’s maga- 
zines and a full-page black and white ad 
in The Atlantic Monthly. In the popular 
weeklies and women’s magazines person- 
alities will be used. These comprise three 
attractive young women, of interesting 
social position and pursuits, whose fami- 
lies have been Elgin owners for three 
generations. In The Atlantic Monthly the 
story of Elgin’s technical achievements 
will be continued. 

* * * 

The 1939 catalog just issued by the 
Autopoint Co. illustrates its entire line, 
comprising Autopoint and Realite pen- 
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\ 
cils, leads and erasers, Norma 4-colo, 
pencils, desk pads, memo packs, kniyes 
and files, leather pocket goods and the 
Postalett. Each item receives a full share 
of descriptive and illustrative treatment, 
Copies will be sent to inquirers. Address, 
1801 Foster Ave., Chicago. 
* * * 


Sales aids free to Ronson dealers jp. 
clude mounted copies of full-page maga. 
zine advertisements for window and 
counter display; permanent display plat. 
forms; miniature display cutouts; folders 
for mailing; holiday mats for newspaper 
ads, and a summary of selling hints fo; 
retail sales clerks. Dealers who plan their 
own gift books and selling literature wil] 
receive help in arranging their Ronsop 
layouts and copy if they write to Ar 
Metal Works, Inc., Newark, N. J., for 
such assistance. Photographs and cuts, 
within reason, without charge. 

* * * 

Louis L. Adolf has been appointed head 
of the new sales promotion department 
and director of sales and advertising for 
Columbia Stamping Products Co., Long 
Island City, N. Y., makers of compacts 
and cigarette cases. The company said 
that a consumer drive in newspapers and 
class magazines will be announced 
shortly. 

* * * 

Mats, statement inserts and counter dis- 
plays are among sales helps furnished 
stores selling and using Pro-Tex-Sil tar- 
nish preventer, made by Welmaid Mfg, 
Corp., 5852 Broadway, Chicago. The 
firm offers to send free samples for test 
purposes or to ship a dozen regular size 
bottles with the privilege of testing one 
bottle and, if not satisfied, returning the 
other 11 for full credit. 





SCHOOL BAND SERENADES JEWELERS 

GREENFIELD, Mass.—Cleary’s Jewelry 
Store on Sept. 28 observed the completion 
of its new front. The secretary of the 
Chamber of Commerce was toastmaster, 
the high school band played and the 
chairman of the board of selectmen cut 
the ribbon which officially reopened the 
store. The front is of bronze and marble. 
Raised letters, appear over the doorway. 


RETIRES AFTER 40 YEARS 
E. A. James, who has engaged in the 
jewelry business in Sheldon, Ia., for the 
past 40 years, is retiring. His business 
is being taken over by the Landhuis 
Jewelry Co. 
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[Editor's Note: An article in THE JEWELERS’ 
Crrcutar-KeysTONnE for October by William O. 
Theis, of the Webb C. Ball Co., Cleveland, 
pointed out certain difficulties and abuses of the 
appraisal problem, and suggested ways in which 
the jeweler might deal with this question. Mr. 
Theis’ article presented the viewpoint which ts 
held by probably a majority of jewelers, but 
here is one who believes that requests for ap- 
praisals can be turned to very definite advan- 
tage by the jeweler and explains how he has 
turned them from a liability into an asset. 
Other jewelers may or may not agree with Mr. 
Gnegy but his ideas are interesting, and THE 
JeweELers’ C1RcULAR-KEySTONE ts glad to publish 
his letter as illustrating a different point of view. 
Further comments from our readers, either pro 
on con, will be welcome. Let’s have an open, 
frank discussion from all angles of this im- 
portant question.] 


Says “Appraisals Are Godsend” 


Editor, JEWELERS’ CIRCULAR-KEYSTONE: 


I was very much interested in the ar- 
ticle on the appraisal racket in last 
month’s issue of THE JEWELERS’ CIRCULAR- 
KEYSTONE by William O. Theis, of the 
Webb C. Ball Co. of Cleveland. However, 
I do not agree with Mr. Theis’ opinions 
on this topic and would like to present 
another side of the case. 

I believe that if it is properly handled 
the appraisal business can be a godsend 
to the legitimate jeweler—one of his best 
creators of business. 

Let me give you a couple of very re- 
cent examples from my own experience. 

Not long ago a customer came in, asked 
me to take a look at a diamond solitaire 
ring and tell him what it was worth. I 
took my loupe, examined the stone and 
asked the customer if he knew what it 
weighed, to which he replied that he did 
not, and asked what I thought of it. 
“Well,” I replied, “you have a very fair 
stone” (though actually it was a rather 
poor one). “But,” I continued, without 
giving him a chance to speak, “how 
would you like to see a real stone?” 
Without waiting for a reply, I brought 
out a high-grade unset blue white stone 
of about the same size and proceeded to 
talk about my stone instead of his, point- 
ing out its color and purity, and remark- 
ing that this was one of the best quality 
stones of its size that I had ever handled. 

“What is a stone like that one worth?” 
he asked. “You probably wouldn’t appre- 
ciate its value,” I said, “but this stone is 
worth $175 unset,” and strengthened the 
statement by adding, “and it is a real 
bargain at that figure.” I continued to 
talk about my stone, never letting him 
refer to his ring at any time. When I 
paused he asked again, “How much is 
my stone worth?” And here comes the 
point that I am trying to make about 
what I consider the right manner to han- 
dle this matter of appraisal; namely, not 
to quote the customer a direct valuation 
and also to appear very indifferent about 
making a sale yourself. Following this 
line of thought, I said, “I will let you 
have my stoné for $100 and your ring.” 

The customer immediatly replied that 
1 was allowing him only $75 for his 
ring. 

_ “That is correct,” I replied. “The ques- 
tion is not what your stone may theoreti- 
cally be worth but what I can get for it. 
Don’t forget the one that I am showing 
you is not just an ordinary diamond but 
a gem stone and that while you have a 
fairly good one I can sell this one of 
mine much more easily. Anyone else can 
see the difference just as easily as you 
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can. Why not forget about the one you 
have and buy yourself a real diamond?” 

He hesitated a moment and then asked, 
“How much for a good mounting?” which 
meant that the sale was really made. So 
I brought out a few mountings that would 
be suitable and sold him one which came 
to $35 in addition to the sale of the 
unset stone. 

It is my opinion that the estimate 
seeker is the best prospective customer 
that enters your store. He or she is only 
looking for a real friend in whom they 
can place confidence, and the legitimate 
jeweler is thereby given the best chance 
to the world to show up the “gyp.” I 
know that when a customer comes into 
my store with a new ring and asks the 
value of it there is always a good rea- 
son—usually lack of confidence in the 
jeweler from whom it was purchased. 
By tactful questioning you can always 
find out what is on their minds without 
placing a value on the jewelry they 
bring in. 

The honest, sincere jeweler who handles 
honest merchandise with the standard 
Keystone markup need never be afraid 
of having his goods appraised elsewhere 
and when a customer comes to him with 
jewelry for appraisal, he is given a real 
opportunity to enhance his standing and 
reputation. Don’t be afraid that you are 
going to help your competitor make a 
sale when you give an estimate. If the 
jewelry is good merchandise, fairly 
priced, let the other fellow make his sale, 
and the chances are that in confirming 
the fairness of the price, you, too, as well 
as the original seller will have made a 
friend. 

If your customer has made a good buy, 
don’t be afraid to tell him so—it will 
make him feel good and you can’t go 
wrong doing that. If he has overpaid, 
show him so in the way I have suggested 
and frequently you'll make a sale your- 
self and a profit on it. Let’s not dis- 
courage but encourage customers to bring 
in jewelry for appraisal. I consider it 
an even bigger asset to my business than 
watch repairs. 

(Signed) W. M. GwNEGy. 
Royal Oak, Mich. 





Pennsylvania State Horologists 
Get Charter; Fight for 
- Licensing Law 


PitrsBuRGH, PA.—The Horological As- 
sociation of Pennsylvania, which held its 
first annual convention here last May, 
was granted a charter on Oct. 21 as a 
non-profit corporation, and is now ready 
to issue local charters to guilds in any of 
the 67 Pennsylvania counties. 

Securing the passage of a state watch- 
maker licensing law is one of the nine 
reasons given for incorporation. The as- 
sociation will also seek and support legis- 
lation to outlaw unfair trade practices, 
and prosecute such unfair practices under 
existing laws. The association is an af- 
filiate of the U.H.A. 

Officers are: George Niesslien, Pitts- 
burgh, president; Howard O. Erwin, New 
Castle, vice-president; Dayid A. Kauf- 
man, Clarion, treasurer; J. Philip Som- 
mer, Pittsburgh, secretary; and directors, 
Hugh M. Owens, Clarion; Robert 
Kramer, Oil City; Guy B. Woolston, 
Brentwood, Pittsburgh; Earl Conners, 
East Pittsburgh, and Isadore E. Binstock, 
Pittsburgh. 
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STATEMENT OF THE OWNERSHIP, 
MANAGEMENT, CIRCULATION, ETC.. 
REQUIRED BY THE ACTS OF CONGRESS 
OF AUGUST 24, 1912, AND MARCH 3, 

1933. 

OF THE JEWELERS’ CIRCULAR-KEY- 
STONE, published monthly at Philadelphia, Pa., 
for October 1, 1938. 

State of New York ss 
County of New York 

Before me, a Notary Public in and for the 
State and county aforesaid, personally appeared 
P. M. Fahrendorf, who, having been duly sworn 
according to law, deposes and says that he is 
the’ Business Manager of the JEWELERS’- 
CIRCULAR-KEYSTONE and that the follow- 
ing’ is, to the best of his knowledge and belief, 
a true statement of the ownership, management 
(and if a daily paper, the circulation), etc., 
of the aforesaid publication for the date shown 
in the above caption, required by the Act of 
August 24, 1912, as amended by the Act of 
March 3, 1933, embodied in section 537, Postal 
Laws and Regulations, to wit: 

1. That the names and addresses of the 
publisher, editor, managing editor, and busi- 
ness managers are: Publisher, Chilton Co., Inc., 
239 W. 39th St., New York, N. Y.; Editor, 
Fred V. Cole, 239 W. 39th St., New York, N. Y.; 
Managing Editor, none; Business Manager, P. 
A tae 239 W. 39th St., New York, 


2. That the owner is: (If owned by a cor- 
poration, its name and address must be stated 
and also immediately thereunder the names and 
addresses of stockholders owning or holding one 
per cent or more of total amount of stock. If 
not owned by a corporation, the names and ad- 
dresses of the individual owners must be given. 
If owned by a firm, company, or other unin- 
corporated concern, its mame and address, as 
well as those of each individual member, must 
be given.) Chilton Company, Inc., Chestnut & 
56th Sts., Philadelphia, Pa. Holders of more 
than one per cent of the capital stock outstand- 
ing of Chilton Company: C. A. Musselman, 260 
Sycamore Avenue, Merion Station, Pa.; F. J. 
Frank, Laontaka Way, Madison, N. J.; F. C. 
Stevens, 325 West End Avenue, New York 
N. Y.; J. S. Hildreth, 429 Owen Road, Ard- 
more, Pa.; G. H. Griffiths, 165 Montclair Ave- 
nue, Montclair, N. J.; E. B. Terhune, 160 E. 
48th St., New York, N. Y.; i¢e Blair Moffett, 
1608 Walnut Street, Philadelphia, Pa.; Wm. A. 
Barber, 185 Summit Lane, Bala-Cynwyd, Pa.; 
C. S. Baur, 76-77 Austin Street, Forest Hills, 
N. Y.; J. H. Van Deventer, 12 Phillipse Place, 
Yonkers, N. Y.; P. M. Fahrendorf, 19 Tunstall 
Rd., Scarsdale, N. Y.; Dorothy S. Johnson, 1327 
No. Greenway Dr., Coral Gables, Fia.; 
Anne E. Tomlinson, Bankers Trust Company, 
Fifth Avenue & 44th Street, New York, N. Y.; 
Ethel G. Breen, Trustee u/w of Charles W. 
Anderson, 51 East 42nd St., New York, 
N. Y.—Beneficiaries: Robert C. Anderson, Per- 
cival E. Anderson, Charles W. Anderson, Jr., 
Annie L. Clark; John Blair Moffett, 1608 
Walnut Street, Philadelphia, Pa.—Agent for J. 
Howard Pew, J. N. Pew, Jr., Mabel P. Myrin, 
Mary Ethel Pew; Elizabeth J. Bailey 
Ellwood B. Chapman, Trustees of Estate of 
James Artman, Deceased, 930 Real Estate 
Trust Building, Philadelphia, Pa.—Beneficiaries: 
Franklin Artman, Vera Watters, Alvin Artman, 
Elizabeth J. Artman, Marion A. Pratt, George 
H. Pratt, by assignment, Edwin Moll, by as- 
signment, Bankers Trust Company, and Wilfred 
T. Pratt as Trustee u/w of Eugene Sly, F.B.O. 
Beulah Belle Sly, P. O. Box 704, City Hall Sta., 
New York, » 2 

3. That the known bondholders, mortgagees, 
and other security holders owning or holding 1 
per cent or more of total amount of bonds, mort- 
gages, or other securities are: None. ‘ 

4. That the two paragraphs next above, giv- 
ing the names of the owners, stockholders, and 
security holders, if any, contain not only the 
list of stockholders and security holders as they 
appear upon the books of the company but also, 
in cases where the stockholder or security holder 
appears upon the books of the company as 
trustee or in any other fiduciary relation, the 
name of the person or corporation for whom 
such trustee is acting, is given; also that the 
said two paragraphs contain statements embrac- 
ing affiant’s full knowledge and belief as to the 
circumstances and conditions under which stock- 
holders and security holders who do not appear 
upon the books of the company as _ trustees, 
hold stock and securities in a capacity other 
than that of a bona fide owner; and this affiant 
has no reason to believe that any other person. 
association. or corporation has any interest 
direct or indirect in the said stock, bonds, or 
other securities than as so stated by him. 

P. M. FAHRENDORF, 

(Signature of editor, publisher, business 
manager, or owner.) 

Sworn to and subscribed before me this 24th 
day of September, 1938. 

[SEAL] WM. A. MAAS 

(My commission expires March 30, 1940.) 
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Quick and Accurate Turing With Hand- I ools 


(Continuing “The Development of Skill in Using Watchmakers’ Tools”) 
by JOHN Jj. BOWMAN 


Chairman, Educational Committee, The Horological Institute of America 
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uy watchmaker does more or less 
turning. Some are masters of the art; others waste 
much time in working, besides never accomplishing the 
accurate results that underlie so much of success in repair- 
ing good watches, so that they will keep time as well as 
before repairs were needed. ‘The knowledge of principles 
that this article seeks to give, along with practice, will 
help any workman to whom turning is at all difficult; 
this handicap should indeed be wrestled with, until turn- 
ing becomes easy and even the pleasure that any work 
is to its master. 
All of the details of the art of turning, revolve around 
the simple act of applying a graver correctly to a piece 
of material rotating in the lathe, so as to cut out the 


d 
\ 


Fig. | 


largest amount of material per turn, with the least effort. 
This principle of efficiency governs the skill in all arts; a 
lesson may be learned by comparing the work of a skilled 
woodsman with his axe, with what a novice does with the 
same tool. The expert will be seen to cut down his tree 
in, say, 100 strokes in ten minutes; the other takes maybe 
five times the strokes and time to do the same job—not 
hard to see which one will earn the most per hour ; efficient 
skill is what counts. 

We will use as our example, the turning of a balance 
staff out of tempered steel. The work on this is basic to 
all turning; although some details should differ in turn- 
ing softer materials, and of other forms; and these will 
be noted as they may occur. 


TURNING A BALANCE STAFF 


Take a piece of steel, hardened and tempered to a 
rich blue—between purple and light blue—of slightly 
larger diameter than the greatest diameter on the staff to 
be made, and about an inch long. Place this in the chuck. 
protruding very little more than the total length of the 
staff. Have ready the measurements for the staff, or the 
old staff to be matched. 

The upper end of the staff is turned first, and the first 
step will be to make a reduction in the diameter of the 
blank, to a little greater than that of the hole in the 
balance-arm, and of length slightly more than from bal 
ance shoulder to end of upper pivot. 


PROPER POSITION OF T-REST AND GRAVER 
Set the T-rest (the graver rest) very close to the work, 
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at a height that will allow the cutting edge of the grave 
(graver body held at an angle of about 45 degrees, from 
left to right and from front to rear) to meet the point « 
shown in Fig. 1. In this sketch, a is an end-view of the 
piece being turned; the line 6, b is at the height of the 
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“ b, c 
Fig. 2 


center of the work. In turning, the exact height of the 
point where the cutting is done, varies slightly during the 
work, above and below the points indicated. The average 
point of contact, when turning tempered steel, may be 
rather toward d; and for soft metals, like brass, about at 
c. The reason for this is because hard metal requires 
more force to hold the graver into the work; this is as- 
sisted by cutting above the center line; the cut being taken 
tends to pull the graver downward into the cut, requiring 
less force from the hand for doing this. But in soft metal, 
like brass, the latter would be apt to force too heavy a 
cut, and it is better to cut on or very near the center 
line. In no case should the cutting point be below the 
center. 

One sometimes see T-rests hardened, to prevent nicking 
by the sharp corner of the graver body, which gradually 








Fig. 3 


does wear the edge of the T out of shape. But this is 
wrong; the T should be left soft, so the graver will nick 
it and hold its place. This, because in turning, the 
graver must be swung about as a lever, with the fulcrum 
where its corner sticks in the T-edge. Then, whenever 
the T-edge has become noticeably malformed, it should 
be dressed straight by filing. 

It may be a temptation to grind graver points to many 
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special shapes for various forms of work, with a hope of 
making work easier to do. But this is often overdone. In 
Fig. 2 you will see three forms of point that will cover 
practically all needs. Indeed, the standard point, a, in 
either square or lozenge shape gravers, is used by some of 
the best workmen for all their turning; their argument 
being that since every form of work can be done with this, 
it is a simplification of equipment to use no others. Fur- 
ther, that while it takes more skill to use a simpler outfit 
of tools, if one has that skill, he might as well take ad- 
vantage of it, and not need to have on hand and keep in 
order many tools, when he can do with less. If this is 
thought “extreme,” one may compromise; and use neither 
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Fig. 4 


only one point form, nor on the other hand as many as 
a dozen or so; but adopt the three shown in Fig. 2. In 
this, besides the standard point a is one 6 which has a face 
ground off in front at a right-angle to its side, for final 
turning of square shoulders; and c, which has a moder- 
ately rounded point for turning curved contours. Of the 
right-angled form b, there should of course be two, one 
for right-hand and one for left-hand shoulders. 


“A WORKMAN IS KNOWN BY HIS CHIPS” 

This ancient carpenters’ adage applies to workmen in 
all other crafts as well; and, in the case of turning, the 
“chips” will be the cuttings that the graver makes. These 
should come off not as fragments, but as spirals; and the 
longer the spirals, the better. Spiral waste from turning 
is proof that the graver is being held correctly to the work, 
and is cutting with maximum speed and economy of effort. 
In other words, the graver must cut—not “scrape.” The 
idea of this is shown in Fig. 3. After setting the T-rest 
and graver to the work as previously explained, next con- 
sider the speed at which the lathe should be run. The 
tule is: the harder the metal, the slower the speed. If 
tempered staff steel is run too fast, the graver is apt to 
burnish instead of cut, both dulling the graver and hard- 
ening the steel surface, until cutting ceases. If this 
happens, the burnished surface may be removed by cut- 
ting it with the very point of the graver—-spiral cuttings 
will of course be out of order in this—then resuming regu- 
lar turning at slower speed. 

After you have, by “feeling around” with the graver, 
begun to produce long spiral cuttings, this will show that 
the angle of the cutting edge is correct. But this angle is 
maintained as an average—not fixedly—because, in order 
to progress with turning, the graver must be swung about, 
slightly but continually, and advanced frequently to a 
fresh resting-place on the T-rest. Now with all of the 
ideas stated, in your mind, practise, practise and practise ; 
until you can turn off the desired spiral cuttings without 
thinking how you do it—then you will have mastered the 
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general skill underlying all varieties of turning. Besides 
this, there are some special matters to consider. 

The blank placed in a chuck ready for turning, may be 
seen to run untrue—not because of an untrue chuck, but 


by the surface of the blank itself being not quite round. If 
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Fig. 5 











you start immediately to turn off spiral cuttings, the 
graver may “follow” the untrueness of the piece, and the 
work will remain untrue. So the first operation should 
be to go over the length of the work, cutting only with 
the point of the graver, which will bring the surface ex- 
actly true, because the point takes so little off at a time, 
that it does not follow the rotating work, as the side of 
a graver does. 

Coming back to the turning of a staff, the first step is 
making the shoulder on which the balance-arm hole is to 
fit. This is typical of many other jobs in turning a diame- 
ter to fit a hole—such as roller table hole, jewel hole, and 
the like, and the following suggestion covers the principle 
applying to all of them. 

GAUGING DIAMETER TO FIT A HOLE 

In Fig. 4, the hole in balance arm a, a is to fit at the 
shoulder b. If the fitting is done by turning ¢ as a cylin- 
der along its entire length, you will be very apt to find 
that “without warning” you have turned it too small. So 
you should, after proceeding to some extent with the work, 
turn a taper at d, on which to apply the balance hole fre- 
quently as a gauge, while turning c, to tell in ample time 


Fig. 6 





[ 





when to stop reducing diameter, leaving it of course a 
little full to allow for grinding the shoulder to an exact 
fit later on. 

After this balance shoulder is turned, the hairspring 
collet hub is next made, using the collet as a gauge, and 
leaving enough height at the balance shoulder to form the 
rivet for staking on the balance. Then turn the upper 
pivot, and the tapered body of the staff, and rough out 
the lower portion for the roller shoulder and pivot, but 
leave this rather thick for the present, for stiffness while 
undercutting, grinding and polishing the portions so far 
turned. Now you are ready for grinding all parts, and 
polishing the pivot, and polishing the body also if for a 
full-polished staff. These grinding and polishing opera- 
tions have been well explained in previous installments of 
this series. After they are done, make the undercut for 
the balance rivet, with a lozenge graver; turn the roller 

(Please turn to page 126) 

















WORKSHOP WOES € QUIETRIIES 


LD CLOCKS—Inclosed are photographs of two old 
clocks, both in running order, and keeping good time. 
i have been told that the one made by George Mitchell is 
200 years old. Please tell me the age and value on each. 


(Question No. 5155.) S. J. 


Answer—Y our good photographs enable us to identify 
the clocks clearly. The one signed “Chauncey Jerome, 
New Haven, Conn.,”’ was made between 1850 and 1855; 
in 1850 Jerome moved to New Haven from Bristol, Conn.., 
and in 1855 he discontinued business. The clock labeled 
‘George Mitchell by Atkins & Downs” was made between 
1827 and 1840. Neither of these clocks is at all rare; and 
the photographs seem to indicate that the dials, cases, etc.. 
would need considerable expense to put them in good con- 
dition ; so we do not think you could realize a worth-while 
price in.selling them; hardly enough to justify advertising 
expense in trying to find a buyer. Such clocks usually sell 
for a few dollars apiece—say from $3 to $5. Maybe you 
could find some local antique dealer who would pay about 
as much as a dealer elsewhere. That would save you ex 
pense in advertising, packing, etc. 


LOCK REPAIRING BUSINESS—lI intend to de 
velop as a specialty the repairing of clocks in this city, 

is there seems to be a need for it, and I don’t believe any 
of the shops in business care much for clock work, especial- 
ly in chime and hall clocks. I can take good care of this 
kind of work by reason of my training. Please give me 
any suggestions and advice you may have to offer. (Ques 


tion No. 5156.) H. M. 


Answer—General advice on the conducting and up 
building of a business in repairing clocks covers a lot of 
ground. Success might be said to depend upon two main 
factors, technical ability, and good business management, 
and many books could be written on either of these sub- 
jects without telling everything. But we are glad to 
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write you what occurs to mind, that might have a useful 
bearing on the matter. 

First, we believe that in most large cities there is a real 
need for shops that specialize in clock repairing—make a 
real business of it, and give exceptionally good service. 
This, because many retail jewelers, even some who main- 
tain good service in watch repairing, do not make much 
effort to take equally good care of clock work. The latter 
is different; whereas customers bring in and call for their 
watches, clocks must often be sent out for, and then de- 
livered to homes and set up; regulation then means fur- 
ther visits, and unless this sort of business is really 
organized, it amounts to rather a nuisance, and clock 
repairing is regarded as a nuisance by many jewelers. 
When so regarded, naturally it is the rule that very good 
service is not given; so in some cities the field is open, for 
whoever can and will make a specialty of clock repairing, 
to build up a good business. 

Concerning advertising, after you have set up your shop, 
the best advertising effect of all is of course from satisfied 
customers who recommend your service to their friends. 
The latter in turn advise their friends to patronize you. 
and this process continues and establishes your reputation 
and continually builds up business volume for you. This 
kind of advertising not only is the most effective, but 
costs you nothing. 

But in addition to this, the acquaintance of the com- 
munity with your good service may be speeded up by other 
forms of advertising: by mailing a form-letter to a loca. 
address-list, newspaper advertising, etc. This should be 
written so as to bring out the fact that clock repairing 
is your sole business; that you are prepared to give excep- 
tionally good and prompt service. Testimonial letters 
from customers whom you have pleased may be made 
part of this propaganda; such statements are usually more 
convincing than merely what one says about himself and 
his abilities. One feature of a circular-letter campaign 
could be an inclosed addressed postcard, on which recipi- 
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ents could notify you to call and examine and make an 
estimate on repairing clocks; or to call for clocks to be 


repaired. 


LEANING JEWELRY AT HOME—We some- 
C times receive requests for recipes for cleaning jewelry. 
We follow your advice given us some time ago, to advise 
taking jewelry to the jeweler for cleaning, incidental ex- 
amination for security of stone settings, etc., but have had 
a follow-up recently in which the inquirer insists on advice 
for cleaning jewelry at home, and asks in addition 
“whether alcohol or amyl acetate is injurious to diamonds 
set in jewelry.” Please suggest how we should answer 


this. (Question No. 5157.) C. R. R. B. 


Answer—Neither alchol nor amyl acetate is injurious 
to diamonds or precious metals, but there are better ma- 
terials for use in cleaning jewelry than these. 

The chemical solutions used generally in the jewelry 
trade for cleaning work are inadvisable for home use, 
because the latter is limited and solutions may deteriorate 
between the times they are used. It is better therefore 
to use something that is on hand always: for other pur- 
poses. Nothing could be better than Ivory soap and hot 
water, with which the jewelry should be scrubbed with 
an old tooth brush, rinsed in hot water, and dried on 
clean old linen rags. Other pure soaps would do, but 
some toilet soaps have perfumes, etc., in them that render 
them not as suitable; Ivory soap is available everywhere 
and is assuredly good for this use. Clean jewelers’ saw- 
dust could be used for absorbing rinsing water but is 
hardly necessary, and clean old linen is on hand in every 
home. We know that some persons like the idea of a 
chemical liquid that would ‘work like magic,” but after 
all, nothing cleans better than soap and water and thor- 
ough scrubbing and rinsing; the “magic’’ idea hopes to 
avoid plain hard work, and results will be disappointing. 


OLDERING JOINTS—We have a good deal of dif- 

ficulty soldering fine neck chains, because the solder 
talls off before we can get it to flow; we lose track of the 
broken joints then, the links being so small and so many 
of them in a small space. Another trouble is to remove 
the black discoloration even when we do get the soldering 
done. Also, how would you advise soldering a jump ring 
on crosses, etc.? If we hold the ring with a tweezer, the 
heat is diverted, and without holding it some way, the 
ring cannot be placed in the center, especially on a box 


cross. (Question No. 5158.) R. V. M. 


Answer—Soldering joints in very thin chain links is 
a very delicate operation, and requires high skill. It helps 
in doing it to lay the chain on a large charcoal block that 
will accommodate the entire chain, with the link to be 
soldered laid well away from the other links. Make a 
scratch on the charcoal at the joint to be soldered to avoid 
losing sight of it. Apply flux, and on the flux lay a bit 
of solder, the flux holding it in place. Use a blowpipe 
with a very small hole, and blow a fine pin-point of flame 
on the solder and joint. Use “Self-pickling Flux” made 
by Wm. Dixon, Inc., 32 Kinney St., Newark, N. J. 
This helps to avoid black scale on the work. ; 

In soldering a jump-ring on a crass, lay the cross and 
the ring on a charcoal block—not in tweezers. If the 
cross is thick, cut out enough charcoal to lower the cross 
enough as it lies on the block so that the ring comes to the 
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center of cross. Apply flux and solder. Use a rather 
broad flame and “soft” blast with blowpipe; heat the 
cross first, then the ring. This should avoid difficulty 
with the flowing of the solder. Before the work is cold, 
lay it in pickle solution to remove black scale, if any of 
this has formed. 


ACQUERING WORK—Our two watchmakers have 
disagreed on a matter which maybe you can help us 
settle. One says that always in the case of a platinum 
diamond-set watch case bezel, we should run clear lacquer 
over the backs of the stones, to keep out dust. The other 
one says this does not help. What do you say? (Question 
No. 5159.) H. A. G. 


Answer—If diamonds are set well, as they are in the 
bezels of platinum watch cases of good quality, it is not 
necessary to apply lacquer to the back of the work, as 
there are left no openings through which dust could enter 
the movement. But in cheaper work, in which the stones 
are not sc perfectly set, it is advisable to use the lacquer. 
The indication whether or not to use lacquer is, of course, 
to notice if foreign matter is deposited on the dial, at the 
time a watch is brought in, as a result of wearing the 
watch. But at this time, the closeness of fitting of the 
parts of the case itself should also be examined, because 
dust may have been intruding through imperfect case 
joints rather than through diamond settings. In the latter 
case, lacquering the stone settings would, of course, not 
remedy the trouble, and it might be such cases that led 
one of your workmen to doubt generally the usefulness of 
lacquering the backs of settings. 


ROKEN MAINSPRINGS—A large per cent of 
watches left with me for cleaning come back within 

two to six weeks with mainsprings broken, even though 
I am very careful in replacing springs. I always use a 
winder for this, and see to it that the holes fit the barrel 
arbor hook and the fastening at outer end fits properly. 
Can you tell me the reason for this? (Question No. 


5160.) M.A. Y. 


Answer—Since you say that you are careful in placing 
the springs in their barrels, using a mainspring winder 
for this, one of the usual reasons for breakage—(springs 
“kinked” while replacing)—cannot hold good in your 
case. Have you checked up on the make of the springs? 
That is, are the springs all of one lot of the same make, 
bought at the same time? Sometimes one lot of springs 
happens to be unusually hard in temper, hence unusually 
liable to breakage; and if this can be established beyond 
a doubt, it would be advisable to write to the dealer from 
whom the springs were bought. ‘Then, if the dealer has 
had similar complaints from other users of the same 
springs, he may take the matter up with the manufac- 
turer. But in any case like this, it is only fair to dealers 
and manufacturers to expect that they would be guided by 
whether others have reported complaints on the same lot 
of springs. If not, it would be reasonable to assume that 
trouble experienced by only one user would be due to 
some other cause than the condition of the springs. Out 
of any lot or make of springs, some will break; unbreak- 
able mainsprings have never been achieved. It may be 
only coincidence that an unusual number happen to break 
out of a certain lot. In any case, it is difficult to assign 
a reason that can be considered unquestionable. 














































Special Notices 


Payable invariably in advance. 

Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 

Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 20th of 
month. 

Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 

In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 

To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 








Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 





CERTIFIED WATCHMAKER seeks posi- 
tion; 26 years’ experience; first class 
work only. Address “K., 9095,” care 
Jewelers’ Circular-Keystone. 





BOOKKEFPER, lady, experienced whole- 
sale; references and well thought of 
in trade. Address “S., 9124,” care 
Jewelers’ Circular-Keystone. 


WATCHMAKER, capable, experienced on 
all grades of American, Swiss watches 
and clocks; Elgin trained; sales abil- 
ity. Address “N., 9117,” care Jewelers’ 
Circular-Keystone. 





ENGRAVER, A-1, with 10 years’ experi- 
ence, expert on gold and silver; can 
wait on trade; will go anywhere. Ad- 
dress “O., 9118,’ care Jewelers’ Circu- 
lar-Keystone. 





WATCHMAKER’S' ASSISTANT; com- 
petent young man with four years’ re- 
tail store experience; references. Ad- 
dress “Circular 1189," Room 1415, Hey- 
worth Bldg., Chicago, Ill. 





WATCHMAKER, 35 years’ experience, 
expert on all grades with thorough 
knowledge of the jewelry business. 
aes B. Gary, No. 1, Box 419, Dayton, 

io. 





LOOK NO FURTHER and write this man 
if you require immediate services of 
a productive retail credit jewelry sales- 
man. Address ‘“K., 9045,” care Jewel- 
ers’ Circular-Keystone. 





REPLY IMMEDIATELY if you’d be in- 
terested to acquire a man of genuine 
selling ability for your store; replies 
strictly confidential. Address “R., 
9053,”" care Jewelers’ Circular-Keystone. 





JEWELER-FOREMAN for special order 
or production shop; experienced; 
wishes permanent connection. Address 
“F., 9158,’ care Jewelers’ Circular-Key- 
stone. 





JEWELER, fine hand-made platinum 
mountings; would like to make perma- 
nent connection; at present located in 
New York City. Address “B., 9019,” 
care Jewelers’ Circular-Keystone. 





WOMAN, long New York experience re- 
tall genuine jewelry; buying, selling, 
repairs, gifts, silverware, etc. Address 
— 9068,’’ care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER, young man, experi- 
enced, desires position; school trained ; 
single; prefer South or Middlewest. 
Address ‘“‘M., 9112,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, expert mechanic on 


American and Swiss watches; long ex-. 


perience in fine European stores; New 
York references. Address “H., 9103,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER and light jeweler, now 
employed, considers making change in 
near future; store experience; 23 years 
of age, neat, sober. Address “D., 9141,” 
care Jewelers’ Circular-Keystone. 





JEWELER, expert repairing and special 
order work, store or shop, preferable in 
New York. Address “B., 9109,” care 
Jewelers’ Circular-Keystone. 





ASSISTANT WATCHMAKER, plain en- 
graver, ring sizer: own tools; start De- 
cember first. G. C., Box 38, Y. M. C. A., 
Lancaster, Pa. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





MANUFACTURING JEWELER, engraver 
and diamond setter, first class; retail 
store only. Address “B., 9033,’’ care 
Jewelers’ Circular-Keystone. 





IF YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, Ill. 





FIRST CLASS combination jewelry stone 
setter and engraver; years of experi- 
ence; best reference. Address “N., 
9113,” care Jewelers’ Circular-Keystone. 





WATCHMAKER’S ASSISTANT; compe- 
tent young man with three years’ retail 
store experience; references; prefers 
New York City employment. J. Fix- 
man, 1985 Crotona Ave., Bronx, N. Y. 





ACTIVE YOUNG MAN, 15 years’ retail 
jewelry experience seeks position in 
New York or vicinity; best reference; 
nominal salary. Addrss ‘‘T., 9084,’’ care 
Jewelers’ Circular-Keystone. 





WATCHMAKER’S ASSISTANT; compe- 
tent young man, one year’s experience, 
also engraver; Middle West or West pre- 
ferred ; reference to honesty and ability. 
Francis J. Long, Clyde, Kansas. 





WATCHMAKER, age 33, married, desires 
position in South; salary for steady 
employment $20 per week to start; ref- 
erences furnished. Address ‘“J., 9075,” 
care Jewelers’ Circular-Keystone. 





BOOKKEEPER, full charge, 
experience, credit checking, trial ba). 
ance, typing, recent experience in the 
jewelry manufacturing business. Miss 
Rotman, President 2-2029, Brooklyn, 
N. Y. 


10 years’ 








CRACK SALESMAN for lively credit 
jewelry store; thoroughly qualified sell- 
ing in every conceivable branch; valu- 
able man for fast growing chain. Ad- 
dress ‘‘T., 9054,’’ care Jewelers’ Circular- 
Keystone. 





SALES EXPERT available for modern 
credit jewelry store; location immate. 
rial; good connection sole object; high- 
est unsolicited reference; available now, 
Address ‘‘L., 9046,’”’ care Jewelers’ Cir- 


cular-Keystone. 





CREDIT JEWELRY salesman; young 
man, experienced in installment jewel- 
ry, management, credits and _ sales: 
service available immediately; go any- 
where. Address “B., 9153,” care Jewel- 
ers’ Circular-Keystone. 





ENGRAVER, high class worker on 
jewelry and silverware, would take a 
temporary position; fine’ inscriptions 
and monograms; three months’ work, 
East or South. Address “Temporary, 
8980,” care Jewelers’ Circular-Keystone. 





EXPERT, well trained manufacturing 
jeweler, setter, designer, special order 
platinum, etc.; good background; wants 
permanent position with reliable con- 
cern; references. Address ‘M., 8983,” 
care Jewelers’ Circular-Keystone. 





A-1 WATCHMAKER, 10 years’ experi- 
ence, light jewelry repairing, ring siz- 
ing, plain script and block engraving; 
desires steady job; $30 week salary. 
Address ‘O., 9081,’’ care Jewelers’ Cir- 
cular-Keystone. 





EXPERIENCED WATCHMAKER, §$ac- 
customed to taking charge, all grades, 
sizes; honest, willing; assist on clocks; 
optical experience; references; state 
salary. ‘Watchmaker,’ 52 Pine St., 
Stoneham, Mass. 





FIRST CLASS ENGRAVER, one _ who 
won’t disappoint you; formerly with 
well known New York concern; of ex- 
cellent reputation; samples and refer- 
ences on request. Thos. H. Moore, 335 
E. 33 South, Salt Lake City, Utah. 





LATEST NEWS FLASH!! Well known 
man of exceptional selling ability, 
available at once for active credit 
jewelry store; high priced man at very 
attractive figure. Address “F., 9086,” 
eare Jewelers’ Circular-Keystone. 





WATCHMAKER, engraver wishes posi- 
tion in Florida, for the season or per- 
manent; age 34, neat, skilled mechanic; 
can estimate and wait on trade; good 
references. Address “L., 9096,’’ care 
Jewelers’ Circular-Keystone. 





CREDIT MAN, A-1 salesman, with knowl- 
edge of advertising and thorough ex- 
perience in the credit jewelry business, 
seeks connection with live concern, 
preferably in Chicago area. Address “‘J., 
9093,” care Jewelers’ Circular-Keystone. 





AM 45 YEARS young, active and good 
character, over 30 years’ experience in 
wholesale jewelry and diamonds; can 
you use me?; New York or vicinity. 
Address “D., 9138,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, age 40, 20 years’ ex- 
perience on all makes of watches; good 
front man and salesman, no engraving; 
can start Nov. 15th, $35 per week; must 
be permanent. Address “G., 9041, 
eare Jewelers’ Circular-Keystone. 





WATCHMAKER and salesman, 25 years’ 
experience retail jewelry stores; 
Greater New York preferred, neat ap- 
pearance, best references; full set of 
tools. Address “B., 9002,” care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER, engraver, age 29, Bow- 
man Technical graduate, desires posi- 
tion with first-class retail firm; 
years’ experience; references as_ to 
eharacter and ability. Address “L., 
9077,’’ care Jewelers’ Circular-Key- 
stone. 
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UICK SERVICE and skilled work- 

POR Soin send your watchwork to G. 

Hurtubise, 35 East Wacker Drive, Chi- 

cago; estimates furnished on request; 
all work guaranteed. 


ONE WINDOW OFFICE, also back room 
office 15 x 18, excellent for jobbers, 
watch material, diamond or precious 
stone dealer. 10 West 47th St., Room 
402, New York. 





WHEN YOU WANT better work done 
send it to Coopers, watchmakers to 
the trade; efficient mail service, 48 
W. 48th St., New York. 


FULLY EQUIPPED jewelry shop, elec- 
tric rollers flat and wire, drop hammer, 
polishing lathe, drill machine, benches. 
Room 605, 71 Nassau St., New York. 
Apply mornings. 








GUARANTEED watch repairing for the 
trade; established 1910; highly skilled 

‘ workmanship at positively lowest 
prices; quick mail service; trial con- 
vinces; send for price list. Wolf Bros., 
920 Chestnut St., Philadelphia, Pa. 





SKILLED, dependable, guaranteed, 
watch repairing for the trade; out of 
town accounts solicited by L. Kane, 
2396 Morris Ave., Bronx, N. Y. Moder- 
ate prices; refcrences furnisned; prompt 
service. 





HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished; 
out of town accounts solicited; Holmes 
Protection, Haskel Melnick, 70 Fulton 
St., New York. 





HIGH GRADE watch repairing for the 
trade; prompt’ service, reasonable 
prices; all work guaranteed; a trial 
will convince you; crystals fitted for 
any watch. George Crystal & Co., 613- 
614 Metropolitan Bldg., Detroit, Michi- 
gan. 





EXPERT European trained watchmaker 
of 18 years’ experience, solicits your re- 
pairs for the trade, furnishing you ex- 
cellent workmanship; reasonable prices 
and the best of references; all watches 
carefully inspected and _ timed before 
leaving my office. . J. Alves, 1403 
Springfield Ave., Irvington, N. J 


WE DISMANTLE, MOVE AND IN- 
STALL, jewelry factories. Krasilovsky, 
Safe & Machinery Movers, 139 Grand 
St., New York. CAnal 6-2500. We 
also buy and sell safes. 





STORE formerly occupied as a jewelry 
store for many years; splendid loca- 
tion, next to Father and Son Shoe Store, 
198 Market St., Paterson, N. J. Apply 
Nathan Rabinowitz, 5 Colt Street, 
Paterson, N. J 








Eo Exchange 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





GOOD ASSORTMENT of 20 movements 
sent for 12 oz. of any gold-filled scrap; 
write for price list of movements. 
Lowe, Kesner Bldg., Chicago, IIl. 








Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a wora 





GUARANTEED watch repairing (no 
cleaning machine), expert watch- 
makers; promptest service; trial 
order will convince. S. A. Peck & 
Co., 55 East Washington St.. Chi- 
cago, Ill. 





WATCH REPAIR establishment for 
the trade since 1918; out of town 
orders carefully attended to. I. 
Kunnel, 2 West 47th St., New York 
City. Phone Bryant 9-5065. 








To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





SMALL SPACE for rent, excellent light, 
Suitable for diamond setter or en- 
graver ; rent $15.00 per month. 2 West 
canee” New York, Room 1003, Br. 
9-5 i 





SPACE TO LET to an optometrist, in an 
old established jewelry store; good 
location on a busy business street; fine 
opportunity. Address “L., 9142,” care 
Jewelers’ Circular-Keystone. 





DEALERS EVERYWHERE are quick to 
realize the advantage of service from 
Atlanta; strictly factory prices and 
policy; your net service charge is 17 
cents; combine all make pens under one 
mailing to Miller’s Authorized Service, 
Atlanta, Ga. 





PENS REPAIRED FOR DEALERS, 
fountain pens, desk pens, ‘““Vaku-um” 
pens, pencils, etc., repaired at standard 
prices; mail all makes to one place for 
better service; est. 1904; we feature 
gold pen points and repairing. Welty 
Pen and Repair Co., 38 S. State St, 
Chicago. 








Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





LEARN WATCH REPAIRING by doing 
it; thorough training under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





PATENT ATTORNEY secures patents, 
trade-marks, copyrights; call or send 
me your sketch or model; confidential 
advice; literature. _ Polachek, 
1234 Broadway, New York. 





WATCHMAKERS! increase your abil- 
ity through the highly recommended 
books: ‘‘Rules and Practice for Adjust- 
ing Watches’ and “Practical Balance 
and Hairspring Works”; circulars free. 
Walter Kleinlein, Waltham, Mass. 











JUST 
PUBLISHED .. 


JEWELRY, GEM CUTTING 
and METALCRAFT 


by W.T. Baxter 


Instructor in Art Metal and 
Jewelry, Woodrow Wilson High 
School, Washington, D. C. 


A book explaining the 
tools, materials and meth- 
ods used in trade shops. 
A reliable guide for ap- 
prentices— a helpful and 
informative book for the 


journeyman worker. 


Contains 224 pages—Pro- 
fusely illustrated. 


Price $2.50 Postpaid 


THE JEWELERS’ 
CIRCULAR- KEYSTONE 


Chestnut and 56th Sts. 
Philadelphia, Pa. 


239 West 39th St. 
New York, N. Y. 
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Turning with Hand Tools 
(From page 117) 


shoulder portion more nearly to its exact size, and at its 
lower end, turn a smooth taper of about 60 degrees, to cut 
the partly finished staff off the wire. 

Now you are ready to finish the lower end and com- 
plete the staff. The thing of first importance is to chuck 
the upper end with absolute trueness; and ‘failures inthis 
are frequent. Usually the fault is slight and unnoticed ; 
but the slightest difference in axis of the upper and lower 
parts of the staff, will make it impossible to obtain accu- 
rate timekeeping from a watch in which such a staff is 
placed. So the reader is urged to review the instruction 
on how to do chucking of work dead-true in split chucks, 
in the article of this series in the August JEWELERS’ Cir- 
CULAR-KEyYsTONE. An earlier article also deals with 
gauges and their use for transferring measurements to the 
work in making staffs, and the like. 

Chuck the staff by the balance shoulder ; turn the lower 
end slightly tapered to fit the roller hole, allowing for 
grinding or grinding and polishing; turn the lower pivot ; 
grind and polish the pivot, etc., and the staff is finished. It 
is understood that about a tenth millimeter excess length 
has been allowed on each pivot, in measuring, to permit a 
final adjustment to exact endshake, with the staff tried 
in the watch. 

TURNING LONG PIECES OF WORK 

One kind of turning that is sometimes found trouble- 
some is in producing long slim forms like the seconds-hand 
pivot on a fourth pinion, a center arbor, or a steel mandrel 
for hairspring truing. When this is attempted by turning 
the diameter down along the entire length of the work, by 
the time the piece has been reduced considerably, the 
pressure of the graver near the outer end is sure to bend 
the work beyond hope of straightening, and may break it 
as it whips around in turning. 

The way to avoid trouble of this sort, is first to turn 
a short section to its final diameter, ready for grinding: 
then another short length; and to repeat this, starting at 
the outer or free end, and continuing to the outer end, as 
indicated in Fig. 5. This way, the part being turned 
always has the support of the full thickness of the blank, 
and cannot be bent. And any exceedingly long work, be- 
sides being turned as explained, should have its outer end 
supported on a center in the tailstock of the lathe. This 
may be advisable also in grinding and polishing rather 
long pieces, even when not altogether necessary while 
turning them. 

THE USE OF CEMENT CHUCKS 

If one were always sure of having a wire chuck of cor- 
rect size for every possible need and sure to be true, split 
chucks would suffice always. But occasionally this is not 
so; and it is important then to be able to use a cement 
chuck—a final resort for true chucking of work of any 
diameter. . 

A screw chuck and brasses for it are part of all lathe 
outfits. If in any doubt about the true re-chucking of a 
staff for doing the lower part of it, use the cement chuck 
instead of taking any chance with the doubtful wire chuck. 
Screw the brass firmly into the chuck. Turn the face 
of the brass flat. Exactly at the point where the “grain”’ 
of this turning shows the center to be, touch a lozenge 
graver lightly, to start centering without a tit forming at 








bottom. Use a double eyeglass, and deepen the center, s 
that the sides of its V meet exactly at bottom, at an angle 
of about 45 degrees to each other, with diameter of the 
opening of about two millimeters on the face of the brass. 

Heat the cement brass with an alcohol lamp; at the 
same time let the flame soften the end of a stick of lathe 
cement (Bottum’s wax, shellac, or similar material) held 
above the fame. Fill the V-center with cement. With 
the lathe turning slowly, build a little ball of cement 
(Fig. 6) outside; with this still soft, heat the staff care. 
fully, not to alter its temper, and thrust it into the cement, 
Bring up-the T-rest, and running the lathe slowly a 
first and gradually faster, true the work in the cement 
with a pegwood point. Keep the pegwood against the 
rotating work until the cement has become cool and hard. 
Practice this until you can build a fairly symmetrical 
cement ball as you work, by avoiding too great fluidity of 
cement, and too great speed before the cement has stiffened 
sufficiently to hold its shape. These precautions are to 
prevent cement from flying off or out of shape by cen- 
trifugal force. This, and having a clean-cut V-center in 
the cement brass, are the keys to success in cement chuck- 
ing, and will make it a dead-accurate aid to good work. 

To remove the staff, the best way is to heat a heavy 
brass or copper tweezer ; with this grasp the staff and pull 
it out. Not much cement will adhere to the staff, and this 
can be dissolved off by laying the staff for a little while in 
alcohol. 


What Makes the Hand Go ’Round? 


HE answer to the question voiced thousands of times 

during the lives of four owners of the “wonder” 
clock with which the late Phineas T. Barnum kept vast 
audiences speculating, was made known only a few weeks 
ago by its present owner, Edwin Franko Goldman, the 
eminent band director. 

Mr. Goldman, who inherited the clock several years 
ago from his uncle, the late Sam Franko, American vio- 
linist and composer, himself did not know why the single 
hand on the mysterious timepiece went on telling time 
without any apparent drive from the mechanism in the 
base of the clock, until recently when he received a 
letter from the executors of his uncle’s estate revealing 
the secret. 

There is no evident connection between the works, 
incased in a mahogany base trimmed in velvet and gold. 
and the clear glass dial mounted atop an apparently 
empty vertical glass tube. 

The secret lies in the fact that the supporting column 
is not one but two glass cylinders, one of which revolves 
within the other, motivating the hand. The designer 
made the clock still more puzzling by the use of fanciful 
forms which, by reason of their irregular design, could 
hardly be suspected of containing the shaft which sup- 
plies the energy. 

A tiny shaft which passes to the right hand figurine 
supporting the dial is geared at the lower end to the glass 
column, and has at its other extremity a bevel gear which 
meshes with teeth cut in the circumference of a clear 
glass disc mounted directly behind the face on which the 
figures are painted. 

Mr. Goldman has offered the clock as a loan to a mu- 
seum or other organization if there is enough public 
interest in it. 
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Pmionn want gifts of jewelry, 
above almost all else this Christmas. 

This fact was established by Sales Management, na- 
tional business publication, which asked 2000 adults in 
Philadelphia, St. Louis and San Francisco, the question: 
‘What single gift, within reason, would you like to 
receive more than any other for Christmas?” 

Of the men interviewed, 17.20 per cent said watches, 
rings or other jewelry; and—cheery news—this percent- 
age compared with 9.4 who mentioned jewelry first in 
Management's similar Christmas survey last year. 
wearing apparel and automobiles and accessories 
more “first choices” than jewelry. 
the women, 17.82 per cent wanted wrist watches, 
rings, bracelets, brooches and other jewelry above other 
gifts. Here, too, greater patronage than last year was 
promised the jeweler, because in the 1937 survey only 
12.5 per cent of the women said “jewelry first.” Of the 
17 groups of gifts, only wearing apparel and household 
goods won more first-place votes than jewelry among these 
women. 

“The unimaginative woman who buys a present for a 
man is likely to choose from such items as handkerchiefs, 
hosiery and neckties,” said the magazine. “Just how bad 
such a choice would be may be seen from these odds: one 
chance out of 1000 that handkerchiefs would be the most 
pleasing, five chances for hosiery and 10 chances for a tie.”’ 
Significantly, the survey showed 148 chances out of 1000 
that a watch would be the most pleasing gift. Electric 
razors, named as first choice by 7.5 per cent, rank high 
in men’s preferences. 


Sales 
Only 
drew 


Of 


very once in a. while we hear 
about some new invention that is going to completely 
revolutionize this, that or the other, and make everything 
in its field obsolete over-night. 

[In justice to inventors it should be added that very 
often it is not the inventors themselves but the public 
which is responsible for the belief that some new idea 
which is still in the laboratory stage is going to be in 
general use a week from next Tuesday. 
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Things just don’t work that way. Any reputable scien: 
tist will tell you that, even after an idea has been worke 
out in the laboratory, a lot of time and work are necessary 
before it can be put into commercial use. Remember how 
long ago we began hearing about television ? 

The moral of all of which is, don’t get too excited just 
yet over what you may have heard about the new process | 
being developed by British metallurgists for covering silver _ 
with an impervious tarnish-proof film. 

It’s still very much in the laboratory stage of its develop. — 
ment, and while it may prove entirely practical and be | 
available some day on the silver you buy, present indica- 
tions are that that “some day’’ is still a long way in the 
future. 


_ progress is being made 
in the drive to eliminate the incompetent watch repairer, 
Wisconsin, through its examination and licensing require 
ments, has done a splendid job of cleaning house, and sey- 
eral other states are expected to enact similar legislatior 
within the next few months. 

Much, however, still remains to be done. Not only 
must the incompetent artisan be weeded out in the remain 
ing states, but certain trade practices as well, should be’ 
cleaned up. For example, there’s the “price advertiser” 
who proclaims in bold black type that he will “clean and 
repair any watch” for a stated flat price. 

A resolution recently adopted by the Milwaukce Trade 
Watchmakers’ Association called attention to the adver- 
tising of a mail order house in which flat prices are prom- 
inently featured, and places the association on record a § 
opposing advertising of this nature. The JEwevers’ Cr- 


that the various groups who are striving to eradicate the 
inferior workman from the watchmaking trade will also 
give attention to this important problem of business prac- 
tices and ethics. 





No doubt about it—the busines: _ 


outlook really is improving. True, we haven’t yet had 
any marked upturn in the jewelry trade, but a situation 
is unmistakably developing which is bound to be reflected 
in increased jewelry sales in the very near future. 

Stock prices are at the highest level in more than a year; — 
industrial payrolls have increased by nearly 10 per cent 
within the past 30 days; consumption of electric current, 
postal receipts, and other widely accepted barometers of 
business prosperity are all setting new highs. 

General prosperity is the foundation we need on which 
to build profitable and continuing volume of sales in the 
jewelry trade. Now that we’re getting it after all these 
lean months, let’s do some building. Let’s forget yester- 
day’s worries and start working for tomorrow’s profits. 

Let’s see that our stocks are complete, that our dis- 
plays are attractive, that our advertising is adequate and 
convincing. Let’s get energetic in our selling. 
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exandrite 


Alexandrite, named af- 
ter Alexander II of Rus- 
sia, is bluish-green by 
day, raspberry-red under 
artificial light. One of 
the hardest gem-stones, 
it comes mainly from 
the island of Ceylon. 


Rita Hayworth wears an adaptation of 
a Renaissance cross now in the Metro- 
politan Museum, as created by Josef of 
Hollywood. The center stone is an ame- 
thyst, surrounded with faceted alexan- 
drites. Miss Hayworth stars in the new 
Columbia picture, ‘Homicide Bureau” 
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p sychologists tell us 
that the more a husband and wife 
have in common, the more likely their 
marriage is to be a success. 

If that is true, Mr. and Mrs. 
Donald R. Frey of Cleveland, O., 
who were married on Oct. 26, should 
have more than ordinary happiness in 
store. Both are watchmakers, both 
have been victims of infantile paraly- 
sis, and as equal partners they are em- 
barking in the jewelry business to- 
gether. 

Mrs. Frey, who was Miss Roberta 
Crawford, was stricken with infantile 
paralysis when a young child. Un- 
daunted by her physical handicap, 
and determined to make her own way 
in spite of it, she became an expert 
watchmaker, at which trade she has 
now worked for several years. 

Four years ago, Mr. Frey, who 
had been similarly crippled at the age 
of 14, learning of what Miss Craw- 
ford had accomplished, determined 
that he could do the same, and went 
to her as an apprentice to learn the 
watch making trade. 

Love among the balance staffs and 
pivots inevitably followed, and now 
they’re Mr. and Mrs. Frey. The 
newlyweds have just opened a small 
jewelry store of their own in the 
Colonial Arcade, and if courage, hard 
work, and determination make a 
business a success the store shculd 
flourish like the proverbial green bay 
tree. 

We extend our admiring congrat- 
ulations to two brave people, and 
wish them long life, prosperity and 
happiness. 
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N ot exactly a “pearl 
of great price” is a box of sardines; 
yet such was on display recently in 
the window of the Marker Jewelry 
Co., Boulder, Colo. What is more, 
the can attracted greater crowds than 
any display of nothing but jewelry 
ever had attracted. How come? It 
was dollar day, and Marker’s was 
participating in a “what’s wrong with 
this window?” contest, staged to at- 
tract crowds to the downtown section. 
The contest did all that had been 
hoped for it. It not only attracted 
parade-day crowds, but it put them 
all in good humor—first step toward 
heavy buying. In a men’s clothing 


window was displayed, amongst the 
dark male garments, some very dainty, 
very feminine lingerie. A dry goods 
store startled with ears of corn. There 
was aspirin in a dress shop window. 
Bentley’s, another jewelry store, car- 
ried an oil ¢an among its precious 
offerings. The success of Boulder’s 
dollar day was proof of the effective- 
ness of merchant cooperation. Around 
40 leading merchants participated. 


© © 


ln discussing Pacific Coast 
conditions after an extensive trip, 
Herbert W. Slaudt, president of 
Koke, Slaudt & Co., Los Angeles, 
said: “Conditions in the Northwest- 
ern area are excellent. In and around 
the Tacoma-Seattle district, the gov- 
ernment is spending $40,000,000 on 
projects which will take several years 
more to complete. As most of this 
money goes into pay rolls and for ma- 
terials which the neighboring country 
supplies, the effect in the retail jewelry 
trade is most beneficial. The lumber 
industry, too, is in good shape with the 
mills working to capacity and in some 
cases working overtime. Then the 
shipping situation is much improved 
with Portland finding itself without 
strikes for the first time is four years. 
Last winter rains made excellent pas- 
turage this year. In Idaho the mining 
industry is in the best shape it has been 
in many years. Spokane is almost in 
a semi-boom condition with stores and 
residences at premiums. This is due 
to a large extent to the Coulee Dam 
project. Farther down in the Sacra- 
mento section of California, the rail- 
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road shops are doing a normal busi- 
ness, for the first time in years, 

“However, there is a most serious 
situation in San Francisco where the 
retail store and warehousing strike js 
hurting retail trade. It is pathetic that 
such a fine business city finds itself in 
such a condition. In Southern Cali- 
fornia, the retail jewelry trade may 
be best described as being neither very 
good or very bad. In the past few 
days, there has been a decidedly better 
feeling among consumers, so that the 
sale of several important pieces have 
been reported. As soon as the Euro- 
pean situation is somewhat settled 
and the stock market gets back to nor- 
mal, we hope to experience good trade 
in Southern California.” 


© © 


—_— I. Van Cott, 
chairman of ANRJA’s committee 
on wholesale-retailing, last month 
issued the following statement con- 
cerning plans of ANRJA as to future 
activities in connection with “Whole- 
sale-Retailing” : 

“Many of our members are of the 
opinion that the ‘cease and desist’ 
order of the Federal Trade Commis- 
sion against L. & C. Mayers Co., Inc., 
of New York, which was affirmed 
by the United States Circuit Court 
of Appeals, and which decision be- 
came effective when the Mayers Co. 
decided not to apply for a writ of 
certiorari which would have sent the 
case to the United States Supreme 
Court for review, applies without fur- 
ther process of law against all similar 
offenders. 

“Other members have informed us 
that the Mayers catalogs are still be- 
ing distributed in the same manner 
and with the same understanding con- 
veyed as to sales at ‘wholesale’ as pre- 
vailed previous to the decision. 

“The Mayers Co., when it allowed 
its opportunity to appeal to the Su- 
preme Court to expire Sept. 22 with- 
out taking advantage of an appeal, 
exercised the right of request for 90 
days’ time before the ‘cease and de- 
sist’ order shall become effective. This 
time will shortly elapse and in the 
meantime, the Mayers Co. is discuss- 
ing with the Federal Trade Com- 
mission as to what is necessary for it 
to do in order to conform. 

“While it is true that the decision 
of the Federal Trade Commission 
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and of the United States Circuit 
Court of Appeals applies with equal 
force to all other concerns operating 
‘n the same manner, the Mayers case 
merely establishes the law in the case, 
which to become applicable to others, 
means an individual complaint and 
substantiating evidence in each and 
every case. 

“Interested persons are urged to 
send to Charles T. Evans, secretary, 
ANRJA, 22 W. 48th St., New 
York, catalogs of such concerns, to- 
gether with substantiating informa- 
tion to show that the catalog is in the 
hands of persons other than retail 
jewelers and any other data which you 
believe will be important.” 


© © 


decd are subject 
to a good many laws. Now, at least 
one jeweler is going to have a voice 
in the making of them. 

One of the new representatives 
elected to Congress on Nov. 8 is 
Frank C. Osmers, Jr., of Frank C. 
Osmers Co., Inc., manufacturing 
jewelers of New York. Mr. Osmer’s 
home is in Haworth, N. J., where he 
was elected a member of the city 
council at the age of 21, mayor of 
the town at 26, and a representative 
in the state legislature at 27. He now 
becomes the only jeweler (so far as 
we know) to sit in Congress and one 
of the youngest members of that body. 

Young progressive business men 
like Mr. Osmers with a forward- 
looking yet intensely practical point 
of view should be a decided asset to 
that august assemblage, and_ the 
jewelry trade is proud, we are sure, 
to have one of its members in the law 
making body of the nation. 


© © 


Disees it takes a lot 
of effort to find the silver lining 
which is said to be concealed in the 
inner works of every cloud. Certainly 
one would be hard put to find any 
tay of consolation for the Providence 
jewelers whose stores were engulfed 
by eight feet of salt water Sept. 21. 

Yet at least one of them has 
created several thousand _ dollars 
worth of business out of the disaster. 
Tilden-Thurber, realizing that many 
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people had jewelry and silver stored 
in bank vaults down-town that were 
inundated, immediately advertised to 
remind owners that such articles 
should be cleaned and put in order 
at once to avoid further damage, and 
that the work should, of course, be 
done by experts such as themselves. 

“Work immediately began pouring 
in,” said Mr. Thurber, “watches to 
be repaired (though most of them 
were gone beyond repair), jewelry 
to be cleaned, pearls which in many 
cases had to be peeled, and silver 
literally by the hundred weight. 

“So great was the volume of silver 
reconditioning that in addition to the 
one polisher we normally empioy, we 
have had to put on three more men. 
All of them have been kept busy con- 
tinually; they still have enough work 
on hand to keep them busy for two 
months more, and the jobs are still 
coming in.” 

There must be a moral here some- 
where about turning 
victory. 


disaster into 
© © 


4d 
[ wonder why jewelers 
do not do more to popularize ear- 
rings with this high hair doing as- 
suming such proportions as it is do- 


ing,” said Gloria Stuart, 20th Cen- 
tury-Fox actress. “Earrings are the 
answer to the problem of those of us 
who do not like the ‘bare-faced’ look 
that usually goes with the brushed up 
hair. My latest find came from an 
antique jewelry shop in which the 
earrings are early 17th Century, a 
large baroque pearl suspended on three 
tiny diamonds and pear! chains.”” Miss 
Stuart was so in love with them that 
she has gotten permission to wear 
them for her forthcoming role in ““The 
Three Musketeers.” 


© © 


Mss. Martin Johnson: 


please check this one. Among the 
first South African orders for alumi- 
num received recently by a Canadian 
manufacturer was one for some 17S 
wire. After the order went forward, 
curiosity led the man who handled 
the order to write and ask what the 
wire was used for and why. The 
answer came back that the native 
gentlemen in that part of Africa were 
partial to earrings—particularly 
aluminum earrings, which are light, 
strong and bright. Even so, we pre- 
fer aluminum’s other uses. 





The scandal he skipped and the crimes 
But kept himself up with the times. 
He read the trade press 
And that’s why | guess 
He raked in the dollars and dimes. 
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—SHERMAN JOHNSON 








W hat are your after-Christmas 


plans? Holiday selling will leave broken assortments, 
odds and ends and slow movers for which you would 
rather have cash than carry. 

A sale is in order—but what kind of a sale? The 
January price thaw will loosen a flood of printer’s ink. 
Some of your business neighbors will come out with after- 
Christmas sales, year-end dispersals and make-ready sales 
the day after Christmas. Some will wait until January 
to start clearances under many names. With almost every 
store in the community “‘sale-ing,’’ how will you be sure 
of getting your share of attention? 

Sometimes a jeweler is so careful of his prestige that 
the sale advertising is over-restrained and does not raise a 
ripple. Others get over-anxious and try sensationalism 
with disappointing results and damaged prestige. 

What then will get action; winning sales and increas- 
ing the store’s prestige at the same time ? 

The answer, given after 20 years of work and observa- 
tion in retail advertising, is tie-up. Tie-up that starts 
with a timely, appropriate idea that lends itself to ex- 
ploitation and follows through in every detail of news- 
paper advertising, direct mail, window displays and in- 
store promotion. 

The largest store in the world consistently uses simple, 
timely ideas, and puts them over in a big way through a 


A.R.JAMES Co. 


Sours the New Year Right 





Art unit for smaller advertising space. An ad of varying depth 
can combine this line-cut heading with a halftone cut, made 
from pasted-up photographs of merchandise. 


completely coordinated promotion program. You can and 
should do the same thing. 

To prove the point, let’s take the idea of a January 
4-to-14 “Good Start” gift sale and build it up into a 
complete promotion campaign by following a few simple 
suggestions. First, the plan for building the promotion 
program, then its application to the idea suggested. These 
are divided into three sections to make it easier. 


SECTION ONE 

A. Select sale name, timely, appropriate, forceful— 
preferably one that can be used regularly and will become 
identified with your store. 

B. Start and duration of sale—nine or ten days best. 
Begin on a Wednesday or Thursday of one week; con- 
tinue through following Saturday. 

C. Sale tie-ups—a character, symbol or design that is 
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Calendar, ribbon border, sale name and slogan are tie-up 

points for advertising and displays. Grouping merchandise 

illustrations in the heading saves space. The same illustration 
can be used in follow-up ads. (Sketch A). 


distinctive and can be used to identify all ads and displays 
for the sale campaign. 


SECTION TWO 

A. Merchandise listing—an inventory of sale merchan- 
dise with original and sale prices; the basis for your ad- 
vertising, show cards, and sale displays. 

B. Store arrangement—spotting sale items for effective 
displays and to prevent congestion ; check up and list items 
to be shown on tables, show cases and counters and also 
those displayed in show cases and wall cases, so that you 
will know where every item is to go. 

C. List items to be featured in windows and those to 
be given secondary window display. Check off price 
tickets that will be required. 

D. Talk over sale with salespeople, telling them all 
about it to arouse their enthusiasm and interest. Arrange 
for extra people if needed. 


SECTION THREE 
A. Newspaper advertising—plan teaser ads, main sale 
announcement, tollow-up ad. Divide budget to use space 
and papers to best advantage. Determine lay-out style to 
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WITH THROTTLE OPEN 


A January “four-to-fourteen”’ sale will build 
store traffic, be a magnet for Christmas 
gift money, and banish post-holiday lull. 





Window display incorporates same calendar, border, sale name 

and slogan, with merchandise similar to that shown in the ad 

For a striking three-dimensional panel, use a built-up calendar 

pad on a cut-out front panel, with the lettering illuminated 
by lights concealed between the two panels. 


use throughout the sale. Select feature and merchandise 
illustraticns. 

B. Personal mail advertising—check mailing lists, pre- 
pare letter, postcard or reprint of announcement ad for 
customer list. Decide if you will hold “customer courtesy 
days.” 

C. Other advertising—you may only use one or two 
of these but they should be checked and preparations 
made according to your program. Package enclosures, 
‘phone calls, posters, signs on delivery cars, radio, distri- 
bution of circulars, novelty stunts. 

D. Decorations—including design and colors adapted 
from advertising illustrations to bring the motif into win- 
dow, and in-store displays. Have signs, show cards and 
price ticket made in design and colors to tie up with the 
general plan. 

So much for suggestions. Now let’s see how these sug- 
gestions work out in actual application. 

Sketch A suggests a design for a striking sale heading 
illustration. Notice that it includes several different fea- 
tures that help to tell your message at a glance and also 
offers excellent opportunities for tie-up in displays. The 
date on the calendar pad can be featured in a series of 
teaser ads preceding the announcement. The illustrations 
of merchandise can be line-cut proofs pasted in. The 
border design is ribbon that immediately suggests the 
possibilities of decorating colorful display settings with 
ribbons. Notice the line “Start the New Year right” 
under the store name. This is played up again in the 
copy, which might read as follows: 
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by R. E. ANDRUSS 


Do You— 

Need birthday or anniversary gifts for someone? 

Have friends who will be married this spring? 

Have Christmas gift money to spend for your- 
self ? 

Wish some useful, decorative gift for your 
home ? 

Like to save good money on good gifts? 

Then Start the New Year Right !—Here. 


This ad is completed with good but brief descriptions 
and regular and sale prices. Where comparative prices 
are used, however, be sure the regular price quoted is that 
at which the article appeared in stock just before the sale 
started. 

You will notice that the design is one which can be 














For wall cases— 
painted beaver 
board masks 
make point-of- 
sale tie-ups with 
newspaper, mail 
and window ad- 
vertising. 











GIFT SALE 





made by a card writer using air-brushed paste-ins of the 
merchandise photographs. Another way to work it out 
would be to make a poster background for the window 
display, arrange the merchandise before it and have a 
picture taken. A cheaper but less effective way would be 
to use a calendar cut from a mat service and let the 
newspaper compositor work out a design as near to the 
sketch as possible; several cuts of merchandise could be 
mounted on one block to get the group effect. 

The various sketches indicate how the ribbon border 
design can be worked into display panels to use in the 
show cases, wall cases and other places in the store as 
well as for the window. The effect can also appear in 
show cards and the same design can be used for an out- 


side sign if you have one. 
(Please turn to page 40) 





@ Three black velvet wings, edged with 
violet, green and silver glitter, make the 
stalactites in this “pirates’ cave” window, by 
Kenneth G. Sears of Shreve, Crump & Low 
Co., Boston, shown top left. Two hidden 
spotlights dramatize a miniature chest con- 
taining cut gems, as well as rough amethyst, 
quartz, marcasite, opal and lapis lazuli bor- 
rowed from a museum. 


@ Characters: Physician, nurse and sick 

watch in the window of Meyer Jewelry Co.. 

Detroit, above, comparing the timepiece 

mechanism to human organs. This clever 

window upped repair business, also sold 
new watches. 


@ The sundial is the hero of the “March 
of Time” window, right, created by Thomas 
Long Co., Boston—with new watches of 
four makes in place of the numerals found 
on real sundials. This display was among 
the most effective since the company in- 
stalled its modern, low window a year ago. 


@ Like “20,000 Leagues Under the Sea” 
is this pearl window built by Jenkins & Co., 
Richmond, Ind., for $25. The painted wall- 
board background is copied from National 
Geographic, and the mermaid is a trans 
parent colored photo recessed into a 
shadow-box grotto and lighted from the 
back. A moving color wheel plays rippled 
shadows over the sand floor. 
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@ Recessed overhead 
floodlights shine down, 
stage fashion, upon this 
arrangement of hollow- 
ware, featured by the 
recently modernized 
store of Wiss Sons, Inc., 
in Newark, N. J. 








®@ “Knickerbocker Holi- 
day,” Broadway’s new 
musical comedy hit, in- 
spired Kathryn Kal. 
loch’s design for Black, 
Starr & Frost-Gorham, 
New York. Props in- 
elude miniatures of 
Peter Stuyvesant and 
Washington Irving, the- 
ater program, and tiny 
shirt-fronts. Forma! 
jewelry is shown. 
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INDOW display people are borrowing 
liberally from the theater, and their 
good stagecraft is stopping crowds at jewel- 
ry stores in many a city. Painted back- 
grounds suggest a scene of fantasy or 
splendor. Wings, two or three of them, 
in front of a backdrop are another way to 
do the same thing. Jewelry is being shown 
in use—necklaces, earrings and brooches 
worn by plastic models of head and shoul- 
ders—bracelets and rings by model arms 
and hands. Light is as vital to the show 
window as to the stage. Windows are bathed 
in colored light—punctuated with beams 
from spotlights hidden above or at sides. 














A. B. C. JEWELRY co. 
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THE A-B.C- 


oe” trouble with most jewelers 
is that they lose patience, grow exasperated and wax 
eloquently profane when ordinary collection methods fail, 
with the net result that not only does the collection letter 
fail to bag its game quietly, persistently and consistently, 
but it loses a valuable customer—more frequently than 
it brings home the mustard. And so they rile the debtor, 
ruffle his feathers, and instead of paying the debtor be- 
comes a fighting cock or a stubborn mule. All the debtor 
can see is red, and the writer of that letter is gored and 
impaled on the horns of a further dilemma. 


Not everybody can sit down and write collection letters 
which collect, but anybody can use tried and proven plans 
which have brought home the bacon for others, and here 
is a method which has proved quite successful for one 
jeweler in wiping out some of the old overdue accounts. He 
got tired of carrying a lot of accounts well in arrears, so he 
decided to clean them up with a sweeping collection sys- 
tem, placing them in suit, or charging them off to profit 
and loss. 

And so long as we are living in an age of “credit,” it 
becomes necessary to adjust the yardstick of collections 
accordingly. And since every extension of credit involves 
its necessary percentage of risk, he found it necessary to 
inaugurate and keep in good running order a systematic 
plan for collecting overdue coin. In fact, a successful col- 
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LET TERS 


By FRED E. KUNKEL 


any 


ed up 
erly 


Hot-under-the-collar letters lose both 
overdue coin and customers. Here’s 
collection plan that brings home the 
bacon and keeps patrons’ good will, 
Each step in this proven chain brings 
a high percentage of results. Left, 
“reasonable excuse” letter No. 1, to 
follow ignored statements-of-account, 





lection policy is a paramount necessity if you want to keep 
old accounts cleaned up. 

Each step in the collection chain is aimed at drawing 
fire from the debtor, either in the form of a promise to 
pay soon or a partial payment, or some tangible evidence 
on which to predicate future action. The first step in the 


Letter No. 2 has a conversational tone 
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THAT GET THE MONEY 


chain is to make out the statement-of-account in triplicate 
just as soon as it runs behind. Then, instead of waiting 
15 days or a month, he gets busy on delinquents. 

The original of those triplicates is first sent out, with 
a statement typed on it: “Haven’t you forgotten some- 
thing? We have certainly missed it at this end—that 
check to cover this account! How about you!” 

If no response comes in ten days out goes carbon copy 
No. 2 with another typewritten statement: “This is your 
second reminder. The original reached you ten days ago. 
What do you say to sending us a check in full or at least 
on account right away?” 

If no response comes to this in another ten days, out 
goes carbon copy No. 3, with this typewritten statement: 
“This account is becoming mouldy in my ledgers. (An ink 
blot is put here purposely.) How about a check and 
starting a clean sheet ?” 

Any one of this chain of go-getters can generally be 
counted on for some results,, but supposing all three state- 
ments are disregarded, which happens in about 40 per 
cent of these cases. It is apparent that more drastic action 
is required when the customer ignores these direct over- 
tures at settlement. So now he begins his “reasonable 
excuse” letter, which gives the customer an opportunity to 
pay by hiding behind a logical excuse without other em- 
barrassment. He tries to warm the patient up and to keep 
the account from getting chilled, so ten days later out goes 
letter No. 1. 

Generally, this brings a response from the remaining 
40 per cent. Seldom does this letter go unanswered from 
that sheaf of stale accounts, for the debtor is given a cloak 
under which to hide his delinquency. Any reasonable ex- 
cuse will suffice. And if that does not come he keeps the 
debtor warmed up again when the next ten-day period 
rolls around and those who still fail to respond get let- 
ter No. 2. 

Here again he always gets a certain percentage of 


Letter No. 3 uses “pay now” psychology 
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replies, but for those failing to respond the time is now 
shortened to five-day periods, in order to cut down on the 
psychological paying resistance of that particular debtor. 
It is only another case of constant dripping wears away 
a stone. And it’s all done in this same pressing vein— 
no hard-boiled collection method—no severe business-like 
tone to it—only friendly conversation, aimed to getting 
under the skin of that debtor and making him come across. 
And so now out goes collection letter No. 3. 

This sob letter, as it might be called, generally makes 
the customer apologetic for the delinquency and secures 
the necessary promise which enables him to shelf the 
account temporarily until the date set for further pay- 
ments. Invariably he secures a small check, plus a promise. 

At this point many others would no doubt use the 
belaying pin on the heads of the debtors, instead of using 
subtle psychology to drive home the idea of paying and 
paying now. However, for those still failing to reply, the 
fourth letter now goes out five days later. 

This method generally gets what it goes after. Radical 
treatment is now clearly essential. He must pull the tooth 
out by the roots—just simply eradicate that account from 
his books or put it in litigation. And so this letter con- 
cludes the final ceremonies. 

“Generally, by that time I’m down to rock bottom any- 
how and have only a few dozen accounts left out of a big 
stack,” he explained. “This is, of course, the final straw 
which breaks the camel’s back and to court we go if it is 
worth the struggle. 

“By continuous pressure and shortening up the gap in 
collections, I find that I can bring up my curve of collec- 
tions to a surprising degree, and my system might be said 
to be just about 89 per cent successful in getting accounts 
paid up or partial payments made, and in the remaining 
cases—well, it was just another credit risk, and if the 
debtor is worth anything or has prospects of ever paying, 
we haul him into court and let him tell it to the judge.” 


Results usually make letter No. 4 unnecessary 
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‘hae best way for a jeweler to own 


his business is not to own it at all. And, believe it or 
not, the most advantageous move that two jewelers in 
partnership can make is to dissolve their partnership 
while they have the chance. 

The idea is not to quit the jewelry business, but to 
work out a safe and sensible approach to this somewhat 
tricky question of ownership. Owning a jewelry busi- 
ness in the right way can and should be the basis of suc- 
cess and security for the owner; but the wrong kind of 
ownership may bring him loss and disaster. 

The one-man jewelry business, for example, has an 
unpleasant habit of putting the individual who owns it on 
a most uncomfortable legal and financial spot—and prac- 
tically always without warning. These unexpected 
troubles of the jeweler who owns his business individually, 
arise chiefly out of the fact that the law makes no 
distinction between his business affairs and his personal 
affairs. If he gets into some personal difficulty that has 
nothing to do with his business, he is likely to find his 
business entangled in it just the same. Similarly, his 
business troubles are apt to come crashing down on his 
home and involve his personal interests most un- 
pleasantly. 

The owner of the one-man jewelry business gets into 
an automobile accident, let us say, or is sued over a dis- 
pute about the bill for some repairs or improvements to 
his home. Presently a judgment is obtained against him 
and forthwith he finds his equipment, his stock, his 
fixtures, and his business bank account attached. The 
fact that the transaction on which the attachment is based 
had not the most remote connection with his business, 
does not help him in the least. The law looks upon him 
as an individual and anything that he owns as an indi- 
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How Should 
A Jewelry Store 
Be Owned? 


by CHARLES R. ROSENBERG, JR. 


vidual is subject to seizure by proper legal process against 
him. 

Taking it the other way around, the owner of the 
one-man jewelry business jeopardizes everything he 
possesses in every business trouble he gets into. If he 
becomes involved in litigation over a business bill, for 
example, or a chattel mortgage on his equipment or a note 
given in a business transaction, the effects, if he loses, 
will not be limited to his business asset. The successful 
litigant against him may, if he sees fit, attach the hapless 
jeweler’s personal property or perhaps obtain a_ lien 
against the house itself. 

In such situations, unhappily, the jeweler who owns 
his business individually cannot separate his business 
affairs from his personal affairs. A quarrelsome next door 
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neighbor at home may, quite conceivably, bring the “‘in- 
dividual” jeweler’s business to ruin. The more prosperous 
a jeweler who owns his business becomes, the more apt is 
he to be singled out as a victim for trumped up damage 
suits and similar schemes. If the scheme is successful, the 
“individual” jeweler must either pay or risk losing his 
business. 

The jeweler who is in business “individually” has one 
legal method of protecting his business and personal 
affairs from each other, as it were—but it is a rather 
dubious one. He can avoid some of his disadvantages by 
having his personal assets owned by his wife or some 
other relative. He can legitimately give his personal 
possessions to someone else while he is solvent and retains 
enough assets to pay his creditors. If he were to transfer 
any assets to another person while he was insolvent, his 
action would be a fraud on his creditors. This device of 
transferring possessions to someone else is a makeshift at 
best and must be handled with great care lest it give 
rise to a suspicion of fraud. Lawyers don’t recommend it. 

The trouble is that if a jeweler is sued or gets into 
other difficulty, his wife’s ownership of their home or 
other assets is at once seized upon as an indication that 
he’s a crook who’s trying to evade payment of his just 
debts. Even if he wins at law, he loses in reputation— 
which doesn’t help his business much! 

From a business point of view, there’s much to be said 
for the idea of two jewelers going into business as part- 
ners. ‘Their combined capital puts them on a sounder 
financial basis from the outset, and their joint efforts, 
of course, mean greater impetus to the business. These, 
and many other advantages make the partnership plan 
seem attractive. 

From a practical point of view, however, the partners 
may definitely be inviting trouble—by the very existence 
of the partnership. When two jewelers go into partner- 
ship in the operation of a jewelry business, they do not 
merely add their troubles and hazards as individuals— 
they multiply them about a thousandfold and involve 
themselves in countless new complications to which they 
are not subject as individuals. Of all the ways of being 
in the jewelry business, partnership is unquestionably and 
by long odds the worst. Broadly speaking, all the legal 
“breaks” are definitely against the partners. 

The honesty or dishonesty of a partner is not the only 
vital factor in a partnership. It’s possible to catch up 
with a dishonest partner and deal with him properly. 
A partner may be as honest as the sun and still ruin the 


Does it pay to incorporate a local jewelry business? 
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business. The Potash and Perlmutter stories, while pri- 
marily entertaining fiction, were pretty shrewd side-lights 
on the practical operation of a partnership. Abe and 
Maurice, you’ll recall, were always trying to make slick 
deals in each other’s absence—and usually the firm was 
thrown for a loss, much to the disgust of the other part- 
ner. Under the law, a partner is liable, legally and 
financially, for all the acts of the other partner done in 
the course of the partnership business. If one partner 
makes a losing or stupid deal for the firm, it’s too bad. 
The other partner has to stand for it. 

And the law goes a bit further. It says that each 
partner is individually liable for all the debts and obliga- 
tions of the partnership business. Thus if the partner- 
ship business owes debts and the assets of the partnership 
are not sufficient to pay them, the creditors may seize the 
personal and individual assets of any partner up to the 
amount necessary to pay the obligations in full. That 
means that a partner’s individual property or private bank 
account, for instance, may be attached to satisfy an obliga- 
tion of the partnership business. It does not mean that 
each partner is responsible only for his proportionate 
share of the partnership debts. Emphatically, each part- 
ner is personally responsible for all the partnership obli- 
gations. He has a right to require the other partner to 
“account” to him for payment of his share of the debts, 
but that’s apt to be an empty right if the other partner 
has no personal assets. 

Death ordinarily dissolves a partnership business, 
although this result is sometimes modified by appropriate 
provisions in the articles of partnership. Ordinarily, too, 
the surviving partner must account to the personal rep- 
resentative of the deceased partner’s estate for the value of 
the dead man’s share of the business. The surviving 
partner must either be able to raise the money to buy the 
share owned by the decedent’s estate, or else the business 
will have to be sold and liquidated. The widow might 
be willing to give the surviving partner time to “work it 
out,” but if the dead man had creditors, nothing but 
immediate payment is likely to satisfy them. Not infre- 
quently, when a partner dies, the assets of the business 
must be sold to pay off his estate, because the surviving 
partner cannot raise the cash for the purpose. Thus, 
death not only ends the partnership, but may destroy the 
business. 

Partners sometimes work out a “limited partnership” 
arrangement. In a limited partnership the liability of 

(Please turn to page 37) 





That’s like asking whether it pays to carry 
fire insurance, says this practicing attorney, author of many articles for the trade and popular press. 
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ATURE gives to every time and season some beauties of its own, and from 
morning to night, as from the cradle to the grave, is but a succession of changes 


so gentle and easy that we can scarcely mark their progress. 
The Tree of Life lives on in perpetuity; would that the tree of business could 


do the same. 


* 


Unfortunately our economic life becomes afflicted from time to time with para- 
sitical attacks that blight it and there is naught to do but sit around and wait for 
Nature to take its course and hope that the tree will bear fruit once again. 


This world-wide Season of Christmas has come and will continue to come through 
the centuries, bringing renewed hope and joy and happiness to old and young. 

Like an oasis in the desert it seems to have a supernatural power that lifts us out 
of the bog and fog and makes us kids again. | 


# 


In a few weeks I will once more experience the flood of Christmas cards, tele- 
grams and letters from every part of this land, and from abroad, from the thousands, 
yea thousands and thousands of men and women in our industry who seem never to 


forget. 
And i am sure I am joined by every member of the staff of this publication in 


wishing for you and yours, a peaceful, hopeful and happy Christmas. 


Ani thy kolhyl 


Vice-President. 
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When you close your books on December | 
3lst, your Christmas sales will have made 
all the difference in the world between 
a good year and a bad one. We wish 
you a very successful holiday season! 


Wadsworth 


The Wadsworth Watch Case Company, Incorporated, Dayton, Kentucky. 
Offices: New York, 630 Fifth Avenue; San Francisco, 140 Geary Street: 
Chicago, 35 East Wacker Drive 
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ere coiffures call for no less daring ear ornaments. Paris notes a trend towards 
bold earrings, created to decorate ears made nude by the new combed-up hair 
dress. 

The ornament worn by the young woman on this page represents one of the most 
important advances in earring design since the clip earring came in four or five years 
ago. Its general aspect is a departure from traditional earring ideas—but more im- 
portant is its mechanical fastening trick which uses the natural hollow of the ear, instead 
of the lobe, as the logical base in which to anchor the earring. 

This method of fastening neither presses nor irritates the ear—a delicate point of 
primary importance to every woman who wears earrings. It is adjustable and will fit, 
with rare exceptions, on any ear. 

This ornament is one of the many suggestions for jewelry of the coming season, 
appearing in the recently published second edition of the Parisian jewelry style service, 
“L’Officiel de la Bijouterie G Accessoires.” 
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“Around her neck and wrist, 
there are ropes of Pearls — very 
essential for the glamorous girl.” 


Statement made at recent 


fashion show in New York. 





Christmas is in the air, The call within the past few 


and the desire to give to 
loved ones is in evidence 


months has been for the 
better grades retailing from 


$50to$200andup. Whether 


your needs are for single or 


everywhere. For the 
miss, the debutante or 
the matron, no gift is 
more acceptable than 
Pearls — and beautiful, 


- 
>. 
“2, 


multiple strands, we can 
make prompt delivery. Fea- 


ture and display pearls in 


2 ** 45 8a 
e* 


perfectly symmetrical : : 
snd exapalaitaby lentouia your windows as well as in 


—MIKIMOTO—the fin- 


est pearls cultivated, na- 


your advertising, and you 
will help to solve the gift 


problem for many; at the 





tionally advertised in 


Vogue, are the first same time, increase your 





choice. business and profits. 








Don't miss out on additional Christmas sales for want of 
desirable merchandise. Your orders will receive immediate 
attention. 





Write, wire, or telephone our nearest office 


1K. MIKIMOTO., Inc. 


630 5th Ave., New York 
209 Post St. My 55 E. Washington St. 





San Francisco Chicago 


Since 1894—the Mikimoto seal on every bracelet or necklace 
has been your safeguard—your guarantee of uniform qual- 
ity, assuring you and your customers of the highest quality. 
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Birthstones 


I2—MONTH 
PROFIT 
MAKERS. 





January Birthstone 










gift for Fashionable Moderns 
who were born in aes - 
ich, blood are greatly desired by those who 
pny te “er green collect birthstone jewelry as a 
and has the hardness and rich- hobby. 
ness so desired in a precious Garnets are produced in many 
stone. It symbolizes constancy. lands, but the: best stones come 
from Bohemia, South Africa, 
Ceylon, India, Arizona and Colo- 
rado. We invite you to inspect 
our showing of fine garnet jew- 
elry—reasonably priced. 


If you were born in January, 
Garnet’ is your birthstone. It is 










Ancient Egyptians treasured mar-, 
velous necklaces and rings set 
with Garnets—and these beauti- 
ful and inexpensive stones in 
attractive settings are an ideal 


A. B. C. JEWELRY CO. 


NEW HAMPTON, OHIO 











By 
ROY B. SIMPSON 
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A NEW FAD 







NE year’s end is the open 

season for prophesies about 
the next year—and it is possible 
that 1939’s great fad in the 
jewelry field wil! be the collection 
of birthstone jewelry. Already it 
is a hobby with many. 

As a hobby, collecting birth- 
stones is delightful and profitable. 
It may start with a gift from a 
friend. An awakened interest and 
the urge to own more birthstones, 
loose or mounted, for other months 
of the year—and then the collec- 
tion starts, often to grow great in 
value. 
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Readers: If you want to run 
the above garnet ad with line 
drawing of ring, cross-hatched 
border and Eve and Vogue Bold 
type, exactly as shown, in your 
local newspaper, you can obtain a 
mat of the ad from J.C.-K.’s 
Reader Service Department—ask 
about the entire series. 

The printer will substitute your 
store’s name and address. 
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